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With Which is Combined 


Goop HARDWARE 





No. 056 
Springfield 
5-Shot Repeating 
Rifle. Bolt Action. 
Peep Sights. 


No. 05:33 
Springfield 
Single Shot Bolt 


Action Rifle. Peep 
Sights. 


No. 52 
Springfield 


Single Shot Bolt 
Action Rifle. Open 
Sights. 


to retail at to retail at to retail at 


6, | 494) 


STEVENS 
PEEP SIGHTS 


3 interchangeable inserts. 
2 sighting discs, Adjust- 
able—windage, elevation. 





STEVENS 
RR A CALIAY TARGET FOR PRET 


© 


Dole 
vem — Seow. 











Target shot at 25 yards, 
illustrating the remarka- 
ble accuracy exclusive to 
Stevens-built rifles in the 
low price field. 


Sell the 3 Greatest Values 


IN THE .22 RIFLE FIELD 


uick to recognize the eer equipment on any low-priced arm. The 


OUR customers will be 
o. 52 is for those who prefer open sights. All three 


amazing value you offer them in these nationally 





advertised Stevens-built .22 rifles. 

Tested by leading arms experts and critics, the ac- 
curacy and shooting qualities of these rifles have 
been proved the equal of arms costing three and four 
times as much. 

Two of these rifles are fitted with the most complete 


AND 


DEPT. L-2, 


OWNED OPERATED BY 


J. STEVENS ARMS COMPANY ql 
CHICOPEE FALLS, MASS. VY 


SAVAGE 


are fast, safe, self-cocking arms with real “rifle ap- 
peal” in action and finish. All enjoy the confidence 
of the American public. 

There’s a tremendous market for .22’s this year and, 
by all odds, these are the rifle values that will bring 
you the business. Write your jobber now for prices. 


() 


sa 


ARMS CORPORATION 





WHICH DO Cow PREFER? 





39th St., New York, N Entered econd-cla 
$1.00 per year. Single copie l5e each. Vol. 1 


A FIFTY CENT PIECE 
ACTIVELY AT WORK? 


When you concentrate brush buying 
in the Osborn line, you automatically 
simplify your brush business and 
make a maximum percentage of 
profit on a minimum investment . . . 
Furthermore, you build customer 


good will by selling a UNIFORM, 
high quality line of brushes. 


OR 





A DOLLAR TIED UP IN 
SLOW MOVING STOCKS? 


When you scatter brush buying over 
too many lines, you complicate your 
brush business and make a mini- 
mum profit (if any) on a maximum 
investment . . . Furthermore, you 
invite customer ill will by offering 
too many brushes of questionable 
quality. 


Tye Os80RN MANUFACTURING COMPANY 
5401 Hamilton Avenue - 


Sales Offices: 


CONCENTRATE ON: 


Cleveland, Ohio 


New York, Detroit, Chicago, San Francis co 
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everything 
SECURE 


The above illustration shows how we 
will feature YALE Deadlocks in our 
Saturday Evening Post advertise- 
ment July 7th—right at the start of 
vacation time. 
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VACATION TIME srincs 


YOU A SPECIAL OPPORTUNITY TO 
SELL YALE PADLOCKS anno DEADLOCKS 


Families who will leave their homes this coming va- 
cation season—whether for a week-end, a few weeks 
or the entire summer—are especially good prospec- 
tive customers for YALE Locks to insure the secur- 
ity of their homes while away. 


Our advertisement on this subject in the July 7th 
issue of the Saturday Evening Post will send cus- 
tomers to hardware dealers. A timely reminder from 
you to people is sure to be productive of increased 


YALE Padlock and Deadlock Sales. 


Take full advantage of this opportunity. First of all, 
make a good display of YALE Padlocks and Dead- 
locks with an appropriate sign, such as “When you 
go away on vacation, leave everything secure.” 


Another good plan is to have your clerks suggest to 
all customers the necessity for proper lock protec- 
tion for homes that are vacant during vacation time 
—YALE Deadlocks for entrance doors and YALE 
Padlocks for garage, cellar door and all other places 
that need padlock protection. 


“The Name YALE Helps The Sale’ 
THE YALE & TOWNE MFG. CO. 


STAMFORD, CONN., U.S.A. 

















- IMPROVED 


BOILED 


Make 


WORTHWHILE 


Profits 





Manufar tured only by 
SPENCER KELLOGG & SONS. INC 


"ry gp SEMERAL OFFICES - BUFFALO.MY: on ws 
SUFFALO. cmicaco, nes mores. CDOE™™ 








Sell Linseed Oil 
This Modern Way 





OIN the hundreds of dealers 

who have discovered the way 

to convert linseed oil from a profit- 

less bulk item into a money-making 
specialty. 

There’s no secret, nothing com- 
plicated about their method. The 
product they sell is Kellogg’s Im- 
proved Boiled Linseed Oil in 5-Gal- 
lon Sealed Containers. They mer- 
chandise it, not in competition with 
cheap raw linseed oil, but as 
a superior specialty at a fair 
mark-up in price. 

Hard to do? Not by a long 
shot! These dealers have 
proved, beyond doubt, that 
the trade is willing to pay a 





premium for the genuine Kellogg 
product. 


For years our advertising has 
been telling master painters why 
Kellogg’s Improved Boiled Linseed 
Oil is the ideal vehicle for outside 
painting. Thousands have sent for 
samples . . . tested the oil . . . asked 
where it could be obtained. Well 
over a million barrels of Improved 
Boiled have been sold. 


Decide now to put linseed oil 
on the profit side of the ledg- 
er. Stock Kellogg’s Improved 
Boiled in Sealed Containers 
now. Offer it for sale at a le- 
gitimate price mark-up .. . 
and make worthwhile profits. 





SPENCER KELLOGG AND SONS SALES CORP’N 
Special Oils Department Buffalo. N. Y. 


KELLOGG’S Improved Boiled 
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LLOUPHANE 
and SEALED 


(jor qreaien p'urteciion 


VERYTHING your cus- 
E tomer expects to find in 
a good tape — greater dur- 
ability, freedom from ravel- 
ling, higher tensile strength 
and maximum adhesiveness— 
he will find in Panther and 
Dragon Tapes. And you can 
be sure that these tapes do 
not deteriorate before being 


sold. Each individual roll is 
wrapped in air-tight Cellophane 
and sealed, a protective fea- 
ture original with us. This is 
an extra safeguard consistent 
with our reputation in the field. 
For better acquaintance send 
for our booklet and ask your 
hardware wholesaler for fur- 
ther details. 


INSULATED WIRE WORKS 


ry f 
Vivision o 


THE OKONITE COMPANY 


Factories: 


Wilkes-Barre, Pa. 


Passaic, N. J. 











“WITH CROPS BRINGING BETTER PRICES, WE CAN BUY THE 
NEW KITCHEN STOVE MRS. PATTON WANTS.” 


“VE ALWAYS WANTED A PERFECTION. HIGH-POWER BURNERS 
ARE SO FAST AND CLEAN AND ECONOMICAL.” 


“YOU COULDN’T MAKE A WISER CHOICE, MRS. PATTON. 
PERFECTION QUALITY HAS BEEN THE STANDARD 
FOR OVER FORTY YEARS.” 


PERFECTION 
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HOUSANDS of rural and small-town 

residents are back in the market with 
cash to pay for the quality they want. 
You can sell these customers Perfection- 
made stoves with confidence that they 
will stay sold. 


Long after the original transaction is for- 
gotten, the Perfection stoves you sell will 
serve and satisfy their owners, who will 
remember that the name PERFECTION 


priced model with five High-Power burners and 
built-in oven. Finished in porcelain and baked en- 
amels and lacquer in ivory, green and satin black. 


Perfection Range No. 559, a popular medium- \ | 
\ 


stands for satisfaction and that your store 
name stands for the place where they can 
get the most satisfaction per dollar.Year in, 
year out, through bad times and good, 
Perfection quality has been maintained. 


Does your stock of Perfection goods in- 
clude all sizes and types required by 
the homes of your trading community ? 
Send today for your copy of the 1934 No. 504 Perfection stove 
Perfection Sales Plan. {with No. 504 cabinet} has 





PERFECTION STOVE COMPANY °« 7830-B Platt Avenue, Cleveland, Ohio four High-Power burners. 
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The Start of a Profitable Tire Department 
THIS QUICK-SELLING ASSORTMENT OF 


SIMMONS K-K TIRES aw TUBES 


RUBBER is in the spotlight of world trade in 1934. Prices of the 
raw product have jumped, and the increasing demand of more 
than 20 million motorists in the U. S. for TIRES will mean profits 
for the hardware dealer who gets into the business RIGHT. 


THIS IS THE SEASON 
HERE IS THE OPPORTUNITY 


Only a small investment required to swing 
the Simmons K-K Tire Assortment. Only fast 
moving sizes — Simmons quality throughout 
— and plenty of sales help. Only 8 tires and 
14 tubes to stock — and the sizes included 
will equip 80% of the cars on the road. 


That’s merchandising tires in a way that — 
regardless of chain and service station com- 
petition — will keep you in the business 
making money. Get started today. Mail the 
coupon. 


SIMMONS HARDWARE COMPANY 
ST. LOUIS, MO. 


The Recollection of QUALITY Remains Long 
After the PRICE is Forgotten...E. C. Simmons 





SIMMONS HARDWARE COMPANY, St. Louis, Mo. 


Send me right away the complete details including 
sizes, prices, discounts — everything that will show me 
whether or not the proposition is as good as it locks. 


I 6) 66.5 otc cua ave x Ree yeee ale Nea iivn 


SRO. FCCC TR REO 


| sehr 2 SEP EGF abel ~ 


SIMMONS, 
i l===== 


=, | 
EE 
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FREE DISPLAY RACK — with the Simmons K-K Tire 
Assortment. Stands 5 feet high. Takes up only 41 feet of 
floor space. All steel, finished in red and black. Equip- 
ped for convenience with ball bearing casters. 


FREE SALES HELPS—o complete plan of merchandis- 
ing and sales-producing advertising material. A 5-foot 
dealer sign—folding metal tire stand—window banner 
—date and price card—envelope inserts—cash price 
lists— consumer price lists—tire tips book. 


PRICES are competitive — MARGINS are generous — 
BONUS for volume included. Every chance that any 
hardware dealer ever had to make money in the tire 
business. Will you take advantage of it? 
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It is a broad and sweeping statement to say that Nicholson 
Files are the best files in the world, but it is an accepted fact. 


Nicholson Files — Genuine Nicholson Files, with the 
Crossed File Trade Mark stamped on their tangs—are rec- 
ognized in this country, in foreign markets, and even in 
the great steel centers of other industrial countries, as the 


world’s greatest file value. 


Hardware dealers who sell Nicholson Files supply their cus- 
tomers with tools that never disappoint, that always give 
good results, that produce quality work even under the 
most trying conditions. It pays to sell Nicholson Files. 


HOLS 
a Ss=< 4 At your jobbers. Nicholson File Co., Providence, R.1.,U.S.A. 


U.S.A. G ine. 
NICHOLSON FILES 


(TRADE MARK) 
a eR FILE FOR EVERY PURPOSE 2 
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He’s One 











of the 


As each year rolls around, ap- 
proximately two million children reach 
the age where they are considered pros- 
pective customers for 





2,000,000 Prospective Customers 


What profitable little advertisers 
kiddies become—one tells another how de- 
lighted they are with these easy rolling 

skates, which can be so 





Roller Skates. Many who 
already have skates need 
new ones. 


Nothing will at- 
tract youngsters to your 





UNION 


HARDWARE 
Roller Skates 


quickly adjusted to fit 
different size shoes. Be- 
fore you realize it there’s 
a veritable army of pros- 
pective little customers 
headed straight for your 
store. 








store like a striking win- 
dow display of UNION 
Hardware Roller Skates. It will create 
interest, stimulate sales and increase your 
profits. 


Many boys and girls are just long- 
ing to glide on these popular Rollers. 
Once you sell them, children become the 
most enthusiastic sales boosters you ever 


saw. 








New 
Catalog 


e+e 


NOERSED Ga; 
“ aay 
Send IN THe OV ARDWARE “Mute Any 
For Jobber 


Union Hardware Ball-Bearing Ex- 
tension Roller Skates have many features 
which SELL them and their unvarying 
quality keeps them sold. 


Known, used, appreciated and 
recommended by millions of skaters—of 
all ages for more than _half-a-century. 
Keep supplied. 






Will 
Supply You 








No. 4 
For 


Children 












(nto eae } 


Uitiwie 


Reg. U.S. Pat. Off. 


TORRINGTON, CONN. 
Established 1854 


New York Office, 151 Chambers St. 





For Boys and 
Girls 
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Sell the Quality : Merely push 


_ porta 
einer 

That Keeps way 10 

Sereen Customers |} opine 





REPEATING— 








Continental Window Screen 




















Thousands of home owners buy only a few window 
screens at a time and keep adding as requirements 
demand. Keep your stock complete—so as not to 
lose replacement business. 


To hold customers, window screens should be attrac- 
tive in appearance, adjust quickly, slide easily, lock 
securely and give lasting satisfaction. 





‘I 


WINDOW SCREENS and SCREEN DOORS 


They are constructed to give exactly that kind of ser- 
vice. Only the best grade wire cloth and thoroughly 
seasoned hardwood lumber are used. The wood 
parts are accurately machined and the metal strips 
hold the wire cloth firmly. 





oe, Merely pushing a lever one-quarter turn — either 
Right or Left locks the screen securely in place—it 
cannot rattle or fall out of the window. ‘When not 
locked the screen slides perfectly. Continental Doors 
are equally dependable. Continental quality known 
for 30 years keeps screen customers REPEATING. 
Sell the line that holds trade and increases profits. 




















Order from your Jobber 


CONTINENTAL 
SCREEN COMPANY 





DETROIT MICHIGAN 
SEE ONG 39 DIRECTORY Munger 
wh TH g HARDWARE AGE 
© Cy Screen Panel Storm Panel 
" . IN SUMMER IN WINTER 
( World’s Largest Makers of Window Screens and Screen Doors} Keeps out Keeps out 
Flies; Co n- Cold; Saves 


serves Health Fuel 
































Continental Combination 
Screen and Storm Door 
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hig Summertime Campaign 
with Aa timely appea / 


COOL KITCHENS 


Summer-time is Oil Stove time —and this year you’ve got 
a real story—and a real stove—in Florence. 

Its powerful Focused Heat is centered on the cooking— 
not wasted in the kitchen. Its rock wool insulated oven 
keeps heat inside the oven where it should be. Cool kitchens 
on hot summer days. 

Kitchen Weary? Not when Florence does the cooking! 
Here is the appeal you can start using now and keep using 
right through the summer. It’s carried in the full color page 
in Better Homes & Gardens magazine (out May 25th) and in 
15,000,000 other advertisements in 9 national magazines. 
It’s ready for you in a big poster in full color, to put in your 
window. It’s carried in the display which Better Homes & 
Gardens is ready to furnish you free to tie up with their big 





(> wa 


— | 





° Big “roll-up” displa 
$3,000 Prize Contest. - with easel ties up wit 
Remember—business is better and thousands of families te ti ae 
are going to buy new oil stoves this late spring and summer. window. 


Florence is ready to help you get your share of this profit- 
able business. FLORENCE STOVE CO., GARDNER, MASS. 


Color page in June issue of 

Better Homes & Gardens, out 

May 25th —reproduced full 

size in free display of their 
$3,000 Better Homes 
Contest. You can tie- 
in — free. 









p> hit hen weary ? 
r, ’ woe yi? evwking 










YS . .:t_—l_ Er SS SETS 


Florence Wickless Oil Range 
with Fingertip Oven Heat 
Control. Porcelain finish in 
green and ivory, in buff and 
ivory, and in white models. 
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Can’t you find anything better to do, Charlie, than read mag- 
azines? If you’ve got so much time to spare, you might try 


straightening up the stock. 


I was just looking through the ads, boss. Got a good idea, too. 








3 Well, where do we go from there? 


Right here! These boys are buying white-lead all the time. And 
the way I figure it, they’re pretty sure to buy everything else 
they need where they get their lead. That means swell volume 
business for the store that puts in a real painter’s line and fea- 
tures Dutch Boy to bring the painters in. 








Oh, you have, have you? Well, if it’s got anything to do with 
making money, spill it quick. 
Look at this Dutch Boy ad. Says 8 out of 10 painters use 


Dutch Boy White-Lead. There must be a flock of painters in 
this burg who’re using it. 








Charlie, it was right under my nose all the time. Now I know 
how Tom Moore’s getting all that painter business. Boy, get 
out that pencil and paper quick! We’ll make out an order for 
Dutch Boy right away. 


O. K. boss. We’ll soon be singing, “Sever Days Are Here 
Again.” 





Why Dutch Boy 
Should be the Cornerstone 


AINTERS’ business is volume business. 
When they buy, they buy in worth-while 
quantities. The merchant who gets their busi- 
ness is the one who carries everything they want. 
One of the items they constantly demand 

is Dutch Boy White-Lead. So, when you 


fj DUTCH BOY 





make Dutch Boy the cornerstone of your painters’ 

line, you've taken the most important step in 

the direction of volume sales. The preference 

that exists for Dutch Boy White-Lead also ex- 
tends to the other members of the Dutch Boy 
family listed below. 

NATIONAL LEAD COMPANY 

111 Broadway, New York: 116 Oak St.. Buffalo: 900W. 18th St., Chicago: 659 aang 

Bre Se" coast SSA Se Sea Tete Naina Roston Lend Cos = iar N 


Fi 
) Albany St., Boston; National Lead & Oil Co Pa., 316 4th Ave.. 


Pittaburgh: ‘John T. Lewis & Bros . Co., Widener Boilding, Philadeiphia: 





Ut; Turpase WHITE-LEAD 4 


LINSEED OIL — FLATTING OIL — LIQUID DRIER — WALL PRIMER — COLORS-IN- OIL 
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“Best for Tensile-strength . . . 


durability . . . smoothness” 


When a steeplejack insists upon a single brand of rope and 
uses it exclusively it is pretty conclusive evidence that this 
rope may be safely used for practically any purpose. 


Columbian construction—Columbian waterproofing—fibre 
chosen especially for the rope by Columbian buyers in the 
Philippines—all contribute to that safety feature which makes 
Columbian the rope steeplejacks ask for by name. 


Columbian solicits business on the basis of the enthusiasm 
expressed by satisfied users. Its dependable long service 
gives it an exceptional economy. Columbian is known by 
the Red, White and Blue markers in 34” diamater and larger. 
The famous Columbian Red, White and Blue Tape-Marker 
can be found in all sizes. 


COLUMBIAN ROPE COMPANY 


352-80 Genesee Street 
Auburn, “The Cordage City,” N. Y. 
Branches: NEW YORK CHICAGO BOSTON NEW ORLEANS 


COLUMBIAN isiiROP 





PURE MANILA 
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Upson sleeve nuts and Brazil turnbuckles are the 


, 
te 
_ 


choice of industry for heavy duty service. They are 


ideal for bridge rods, foundation rods, electrification 


projects, dam construction, mill truss construction 


—wherever safety is a vital consideration. 
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Brazil turnbuckles have for years been consid- 


it LIE LIN SS AE ES POET TT ~ pees, ¥eoen eae 
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ered standard. Design is sturdier. Arms are heavier. 


ag 
SP. 


Threads are clean cut. They are made throughout to 
insure longer life in service. 


Sizes and prices will gladly be sent upon request. 
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The 
“Annual Directory Number” 


of Hardware Age 
to be published September 27, 1934 \ 


— «= 7 


eee 
The Only Buyer's Guide 


in the Hardware Field 


(and a good one, too! ) 


® As a Directory it is as thorough and complete a directory of sources for hardware 
and related merchandise, as constant year-round research and checking by a 
trained staff can make it. ‘ 


® As a Catalog it is a consolidation and condensation of Manufacturers’ Catalogs. 
The products of 223 manufacturers including most of the outstanding concerns and 
representing a very wide variety of merchandise, are illustrated and described in 
the current issue. The products of many more manufacturers will be featured in 
the catalog section of the next issue, making it even more valuable for the hard- 
ware buyer. 


The “Annual Directory Number’ will come to you as the September 
27th issue of Hardware Age on your regular subscription. 
If you are not a subscriber to Hardware Age or if your subscription is expiring 
remit $1.00 with the coupon below and your subscription will be entered or 
renewed at once 





Hardware Age, 


239 West 39th Street, Ro dcinteceena eins 
New York, N. Y 
Enclosed is my remittance of $1.00 for which please enter my new ...... (or renewal ...... ) subscription to 
— Age for one year (twenty-six issues including the “Annual Directory Number” to be published September 
27th). 
° NN 5S ci clie  aaiy teks oR enna clones piace assiwn aie Braeieiees 
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QUESTION :- - 


WHICH FENCE SHALL I SELL? 


SELL THAT WHICH SELLS MOST! 








Zinc Insulated Fences 
Steel Fence Posts 
American Steel Gates 
Banner Poultry Fences 
Protector Poultry Fence 
Netting 
Bale Ties 
Nails, Staples, Barbed 

ire 
National Expanding 
Anchor Dirt Set End and 
Corner Posts 


Wire of all kinds 








ain hatte 


A GREAT DEAL has been written—and a great deal has been said—regarding, the merits and sal- 
ability of fence. There are, however, two indisputable facts that point out a straight and certain 
path to profit. First: American Steel & Wire Company Zinc-Insulated Fences have stood the test 
of time—proved their ability to serve better and with greater economy throughout more years 
than any other fence. Second: these superior fences are the largest selling brand in the world— 
and are demanded by a great majority of the nation’s farmers. 


Thus, time-proved quality—and the biggest demand by far—are perfect answers to the question 
“Which fence shall I sell?” 


We will gladly forward to you information regarding Zinc-Insulated Fences—and the equally 
meritorious companion products listed above. 














AMERICAN STEEL & WIRE COMPANY 


208 South La Salle Street, Chicago SUBSIDIARY OF UNITED {uy STATES STEEL CORPORATION Empire State Building, New York 
94 Grove Street, Worcester AND ALL PRINCIPAL CITIES First National Bank Building, Baltimore 
Pacific Coast Distributors: Columbia Steel Company, Russ Bldg., San Francisco Export Distributors: United States Steel Products Company, New York 
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GARAGE DOOR SETS 


possess these qualities appreciated by every motorist: 
— Allow doors to open and close ©—Doors fit snugly; fully weather- 


with ease and precision proof 
—Seldom require adjustments or —Protective finishes defy rust 
other attention and deterioration 


HIS summary of salient features of National hardware 

amply fulfills the requirements of exacting buyers who 

realize the importance of good hardware to guarantee fault- 
less door manipulation. 


The various sets illustrated are designed to meet varying con- 
ditions and serve two-, three- or four-door types of garages. 


The door action of all of these sets is enhanced by the use 
of scientifically designed roller-bearing hangers that glide 
along swiftly and smoothly on special stout, rigid rails. 


Dealers everywhere are capitalizing on the popularity of 
National hardware. Ask for further particulars. 
National hardware is sold direct to the 


retail dealer—a policy that promotes qual- 
ity, service and direct selling cooperation. 











NATIONAL 
MANUFACTURING 
RP COMPANY 


Two-Door Trolley Garage Sets STE R LI N G ° | L LI N Oo | S No. 855 Swivel Trolley Hanger 
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SELL ILCO NIGHT LATCHES and DEADLOCKS 


@ The average customer comes into your store 
to buy protection. He goes out with a lock in 
his hand. And he blames you if the lock you 
have sold him doesn’t provide the protection 
he expects. 






























@ When you sell Ilco Night Latches and Dead- 
locks, you can be sure that he is getting the 
protection he expected, if you first ascertain 
where the lock is to be used. Then you can give 
him the benefit of your special knowledge. 


@ Illustrated on this page are four outstanding 
numbers that you can sell with positive assur- 
ance of value, quality and service. The No. 218 
PB Night Latch has a five pin-tumbler die cast 
cylinder with case and strike finished in antique 
brass. The No. 215 Night Latch has an unusual- 
ly heavy brass bolt with 7%” projection, de- 
signed for severe service. The popular No. 
231, has a special die cast alloy cylinder, cast 
in one piece with the back plate—a decided 
improvement over the ordinary tubular night 
latch. And the No. 213 Deadlock is of giant 
size, with a massive bolt, intended for heavy 
duty. 


@ Sell Ilco protection for every door. Your 
customer will receive the greatest benefit and 
a good profit will be returned to you. 









Rear View of Case with Keys 
and Ring for No, 231 


zazez INDEPENDENT LOCK CO. uit 
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Tie in with GENERAL ELECTRIC 





Ist WEEK 


e 
2ND WEEK 
NO AD . 


DISPLAYED 


28 


LAMPS SOLD 


AD . ONE DEOP OF WATER SPELLS 
FOR USERS OF 100.000 LAMPS: 


DISPLAYED 


241 


LAMPS SOLD 


How 


GENERAL 
= Jog age 
a ea 

sell more 

lamps 


Tue test recorded was made over a period 
of one month. 


Three out of every five purchasers picked up 
the lamps they bought . . . from the display. 


Another store increased its lamp sales from 
$3.60 to $24 during the week it displayed the 
current lamp advertisement. 


And still another store increased the volume 





Do These 3 Things and You Will 
Sell More Lamps 
1. Put in the General Electric MAZDA lamp display 
every time you receive it. 


2. Take one of our current MAZDA lamp advertise- 
ments and build a massed display of General 
Electric MAZDA lamps around it. 


3. Ask people to buy. Every home needs more 
and higher wattage lamps. 




















The record above shows what 
happened when a typical 
lamp agent massed displays 
of best selling MAZDA lamps 
around General Electric 
MAZDA lamp advertisements. 


MAZDA LAMP advertising 


... IT PAYS 













3RD WEEK 
e 


4TH WEE 
NO AD — 


. 
AD 


DISPLAYED 
DISPLAYED 


25 


LAMPS SOLD 


60 


LAMPS SOLD 








of its lamp sales 93% by the use of the G-E 
lamp advertisement on the counter with a 
quantity of lamps. 


Use this idea to build your sales. Use it to 
sign your name to G-E advertising in your com- 
munity. There are thousands of empty sockets 
and burned out lamps in the homes of your 
customers. Get your share of this business. 
General Electric Co., Nela Park, Cleveland, Ohio. 


Your 
customers 
look 


for 
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STARTLING IMPROVEMENT 


Everywhere in Sales of 


ATKINS Sh SAWS 


. . . because journeymen carpenters, farm- 
ers, mechanics, etc., have tired of “price 
merchandise.” They’re all on the look-out 
for QUALITY now because it lasts longer 
and does better work. Cheaper in the 
long run, too. 


Offer your customers what they want— 
the BEST. Offer them ATKINS SILVER 
STEEL Saws, Saw Tools and Files .. . 


“the Finest on Earth.” 


Every ATKINS sale is an investment in 
good will. And every sale holds extra 
profits for you. Our fair dealer policy 
takes care of that! 


See your jobber—or write to us. 


E. C. ATKINS AND COMPANY 
INDIANAPOLIS, INDIANA 
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Just Among Ourselves 


HERE are too many codes, 

therefore too many code au- 

thority groups, in the distribu- 
tion fields. Codes overlap, yet in- 
terpretations and rulings are widely 
different. Wholesale and retail hard- 
ware firms find themselves subject 
to miscellaneous requirements, diffi- 
cult to follow and more difficult of 
compliance, in the several codes un- 
der which they operate or will oper- 
ate. This all leads to confusion and 
inefficient code enforcement. The 
ethical business man doesn’t require 
enforcement machinery to keep him 
in line. The enforcement is only 
necessary for the unethical, the un- 
fair, the “chiseler” who finds, in the 
overlapping of loopholes 
through which, he leaps. 


codes, 


HA 








The fundamental of NIRA was 
to reemploy those unable to find jobs, 
through the expediency of shorter 
hours and minimum wage schedules. 
All NRA codes start with the labor 
provisions; i.e., right of collective 
bargaining, maximum working hours 
and minimum wages. It would ap- 
pear that everything other than the 
labor provisions receives the most 
attention from those seeking codes 
whereas these labor provisions have 
had preference from NRA. Having 
listened through hours of public 
hearings, post hearing conferences, 
and committee meetings on code mat- 
ters, | am becoming doubtful about 
all trade practice efforts. Price con- 
trol activities, which I strongly favor 
in principle, have not accomplished 
their proper objectives as far as the 
hardware trade is concerned. At the 
outset, it was fondly hoped, and be- 
lieved, that NRA would take from 
chains and mail order houses their 
unfair price advantages and force 
these distributors to sell at prices 
which retail hardware merchants 
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could meet. This has not been the 
result. From too many parts of the 
country come reports that retailers 
can buy merchandise (at retail) from 
mail order firms cheaper than from 
their wholesalers. This is especially 
true of lines covered in the Steel 
Code, which is reported as due for 
complete revision. It is apparent 
that replacement stocks will 
mail order firms more than they paid 
for their current stocks. But the hard- 
ware trade is wondering how long 
existing stocks will last before these 
mail order firms pay the higher re- 
placement costs. 


cost 


HA 


ITH the overlapping of codes 

there is the added burden of 
more than 
compensate the code authorities in- 
volved. Due to some unexplained 
reason, the basic retail code, follow- 
ing a long and bitter struggle by the 
N.R.H.A. and others has acquired a 
ten per cent stop loss provision or 
ruling. In contrast, the lumber code 
and building supply code have had 
39 per cent mark up protection or 
better from the start. The ten per 
cent mark up clause for the basic re- 
tail code doesn’t help much. But 
it is the first successful step in that 
direction since the public hearing 
last August when department store 
(and propably chain store interests ) 
upset the ” efforts of inde- 
pendent retailers. Ten per cent above 
cost, as the ruling reads, is too slim 
to curb price cutting faced by the 
hardware trade. Those who are per- 
sistent price cutters buy to such ad- 
vantage that they can comply with 
this 10 per cent rule and continue 
to cut prices. For this reason, the 
N.R.H.A. is seeking a more practical 
base cost provision, under which 
large buyers will not be able to sell 








one code assessment to 


“stop-loss 


merchandise for less than 10 per 
cent above what the average dealer 
must pay for goods. In the retail 
drug code a similar provision has 
been effective for some time. It bases 
at the wholesale price per dozen. 








HA 

The Drug Cost Clause (1934) hits 
the competitive situation very accu- 
rately as faced by the hardware trade 
and may offer both precedent and 
guidance for future cost basis work 
in the hardware field. From this I 
quote: 

“Inasmuch as the vast preponder- 
ance of drug store products are dis- 
tributed to small drug retailers who 
are unable to purchase on a quantity 
basis but who perform services which 
are essential to the welfare of those 
in their communities, and whereas 
such services cannot adequately be 
performed through the facilities pro- 
vided by their and 
whereas in some cases sales are made 
to consumers by such competitors at 
prices below the lowest cost of pur- 
chase normally obtainable for such 
merchandise by small drug retailers, 
and whereas in most instances such 


competitors, 


sales prices are not a true indication 
of the general level of prices of such 
competitors and no general benefit 
to those in the community accom- 
panies the same, but such prices are 
in fact in the nature of bait offers of 
merchandise to attract trade, it is 
hereby declared an unfair trade prac- 
tice and is prohibited by this code 
for any drug retailer to sell any 
drugs, medicines, cosmetics, toilet 
preparations or drug sundries at a 
below _ the 
wholesale list per dozen, provided. 
however, that in the of bio- 
logical or other of the above men- 
tioned products which are not cus- 
tomarily sold in dozens or greater 
lots, the Code Authority may fix a 


price manufacturer’s 


case 
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comparative unit quantity, and pro- 
vided further, that any discount, free 
deal or rebate which is made avail- 
able to all purchasers of dozen lots 
or comparable quantities shall be 
considered as part of the manufac- 
turer’s wholesale list price.” 


HA 








Being grouped with mail order, 
chain, department and other retail 
groups, under the basic code has un- 
doubtedly been a difficult problem 
for the hardware association in its 
code activities. In the long run, how- 
ever, this general grouping under one 
basic code should prove a real ad- 
vantage. If these competitors had 
separate codes, little or nothing could 
be done to curtail their price cutting. 
Under the one basic code there is 
always some hope of accomplishment. 
Those who criticize the hardware as- 
sociation for being in the basic code 
with the competitors mentioned, are 
unfair and uninformed. At the time 
of the public hearing on the basic 
retail code, there was little choice 
in the matter. It was the desire of 
NRA to blanket, with single codes, 
as many business groups as possible. 
Had this practice been carried fur- 
ther, codes would be more useful to 
business today. There is no good 
reason for the food and drug trades 
having separate retail codes, giving 
them special privileges on hours. 








HA 


HE basic wholesale code has 

been approved for some months. 
In the meantime, the N.W.H.A. has 
promoted a supplemental code for 
hardware jobbers because its mem- 
bers wanted this extra code. I can- 
not see what will be accomplished 
through a supplemental wholesale 
hardware code, other than the doubt- 
ful advantage of reopening the entire 
hours and wages question. From the 
spirited debate throughout the pub- 
lic hearing and post hearing confer- 
ence on this supplemental code it is 
quite apparent that there is no una- 
nimity of opinion even among hard- 
ware wholesalers themselves. The 
effort to have such a supplemental 
code cover wholesale distribution of 
paints, electrical goods, roofing, etc., 
was protested by specialty wholesal- 
ers handling such items exclusively. 
These specialty jobbers want their 
own supplemental code, covering 
these products. If they are success- 
ful hardware wholesalers will have 
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just that many more codes to conjure 
with in their daily business. This 
means further code complication. 
HA — 

As this complexity of rules, regu- 
lations, objectives, benefits, restric- 
tions, assessments, etc., becomes an 
increasingly difficult problem for 
American business it is likely that 
some radical change will be made 
in the entire NRA picture. What it 
will be I don’t know. But I suspect 
the ultimate development will re- 
strict all codes to hours and wages, 
nothing more and nothing less. And 
I further suspect, and have said it 
before, that hours and wages will be 
law for many years, perhaps per- 
manently a part of our business prac- 
tice. 





HA 


Both the retail and wholesale hard- 
ware associations have labored un- 
stintingly to promote useful codes, 
equitable to the majority of their re- 
spective memberships. 
been assailed as showing favoritism 
to groups within their organizations. 
In the same hour, I have heard bitter 
complaint (1) that the retail asso- 
ciation is unfair to the small dealers, 
and (2) that this body is unfair to 
the larger dealer. The criticism 
about the wholesale organization is 
the same, changing the word “dealer” 
to “wholesaler.” These contradic- 
tory criticisms are at least inconsist- 
ent, and add just so much more prob- 
lem to the codes’ efforts, and bring 
me again to the belief that finally we 
shall have hours and wages in our 
codes and only that. 

HA 
NEW form of tax upon retail 
hardware merchants is proposed 

in New York City. An estimated two 

and one-half million dollars would 
be raised by a license system imposed 
upon all firms retailing electrical ap- 
pliances, other than incandescent 
lamps. The proposed annual fee 
would be $15 the first year and $10 
each year thereafter. Obviously in- 
tended to raise more revenue, the 
proponents of this tax measure cloak 
their efforts in glib phrases about 

“protection of the public welfare, 

etc.”—(these public officials and 

politicians do love the “deer peepul,” 
particularly if they have any tax 
money). If successfully enforced in 

New York City, this tax bill would 

affect 10,000 retail stores and would 

soon become a new tax pattern for 














Both have 


every other major city and perhaps 
many of the smaller cities and towns. 
Ideas on new taxes are always eager- 
ly sought by those in the public ser- 
vice. They love tax money and lots 
of it. There seems to be no end of 
ideas for raising more public money 
to be spent, but an absolute zero score 
on ideas for curtailing public expen- 
ses. And I am not thinking about 
public expenditures in emergency 
welfare work, but the steadily increas- 
ing drain on public funds which keep 
politicians in clover. 
HA 
Ray W. Sherman has written a 
book, “If You Want to Get Ahead.” 
It is published by Little, Brown & Co., 
34 Beacon Street, Boston, Mass., and 
sells for $1.50 per copy. It is one 
of the few books on success that has 
real merit and this book has plenty 
of that. It is a simple account of 
the things successful people did and 
the things they did not do to become 
more wealthy, more useful, more suc- 
cessful. I have read the book twice 
and shall read it again. The author, 
for 20 years prominent as a trade 
paper editor, has culled the best 
methods, habits, practices and think- 
ing of successful people and given 
their secrets to all who will read and 
heed. The book is worth reading and 


worth owning. 


TATLER HOTELS have joined 

the “Better Light—Better Sight” 
campaign. Every room in_ these 
hotels has been tested for light effi- 
ciency. Where necessary changes 
were made in the lighting equipment 
or location. Today these hotels fea- 
ture certified guest room lightning as 
one of several important reasons for 
patronage. The effect of Statler Ho- 
tels being properly light-conscious 
should encourage other hotels in the 
same direction and lead to more light 
appreciation by the average con- 
sumer. In either case (or both) there 
should be added lamp sales for hard- 
ware merchants. Despite the wealth 
of knowledge on the subject, the av- 
erage home remains poorly lighted. 
People have bridge lamps, reading 
lamps, wall brackets, elaborate fix- 
tures, etc., but few homes have all 
sockets filled with lamps of adequate 
wattage. Clubs, stores, theatres, of- 
fices and factories all need lamps to 
fill empty sockets. It seems to me 
that wherever I go or look there is 
lamp business waiting for some en- 
terprising dealer to obtain. 
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SEED DISPLAYS 







A SWEET POTATO INA 
QUART YAR WILL VINE UP 
A TRELLIS-AND WILL 
ATTRACT ATTENTION 
TO YOUR SEED 
DISPLAY— 
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SET A RACK OF 
GARDEN BOOKS 
ON THE GEED 
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A WELL MADE CHAIR, /5 OF 
THE SURFACE FINISHED, |/5 
ENAMELED, USED IN A PAINT 
DISPLAY HELPED A PAINT 
SALE FOR ONE N. DAKOTA 
STORE— 

















A MASSACHUSETTS STORE HAS 36 
SETS OF DOLL FURNITURE PAINTED IN AS 
MANY DIFFERENT COLORS—TO HELP 
NISUALIZE FOR A PROSPECTIVE CUSTOMER THE 
EFFECT OF THE VARIOUS 
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A SHOOTING RANGE -—BUILT IN 
THE CELLAR OF A STORE — 

INCREAGED THE SALE. OF = 
AN\MONITION, GUNS AND GUN 
ACCESSORIES FOR ONE OHIO STORE- fii! 
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His Downtown Competition 
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Wehrle’s store f:ont has ample window space. 
left and the spring hardware window display on the right. 





ALAS q 


Note dresses, millinery and other women’s merchandise in the window to the 
The two school slates, checkered border advertising signs tie up 


with the store’s current newspaper advertising which also uses the checkered school slate type of border. The same items 
Inside the merchandise featured is displayed prominently with appropriate cards. 


are featured in the ad and the store signs. 


4E Wehrle Hardware Co., East 
Cleveland, Ohio, has store traf- 
fic. It serves a great many ex- 

tra local needs that are not common 
to the hardware business, but in no 
case has a department been added 
unless a local need for it was ap- 
parent. On the principle that all 
goods are sold where other goods 
are sold, Clarence Wehrle and his 
wife have for three years developed 
a rather unusual hardware business. 
Mrs. Wehrle concentrates on the 
women’s side of the store (the left as 
you enter) which includes a circulat- 
ing library, needles, thread, notions, 
silk stockings, baby goods, silk under- 
wear, costume jewelry, toys, inexpen- 
sive house dresses, special occasion 
remembrance cards, bridge prizes, 
playing cards, bridge sundries, a mil- 
linery service and a most complete 
general housefurnishings line. The 
milliner is really a tenant whose busi- 
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Wehrle Hardware Co., East Cleveland, Ohio, provides 
merchandise and services required by community, mak- 
ing it unnecessary for people to go downtown. Millinery, 
lingerie, circulating library, etc., is building store traffic, 
particularly among the women. 


ness was formerly located a block 
away, but who noted the steady cus- 
tomer traffic at Wehrles (in contrast 
to her own slow trade) and asked for 
space in the rear of the store. 
Wehrle’s traffic helps the milliner and 
the milliner’s following helps 
Wehrles. Mr. Wehrle takes charge 
of the man’s side of the store which 
includes hardware, paints, tools, elec- 
tric lamps, bathroom fixtures, plumb- 
ing equipment, and the merchandise 
usually found in a well stocked hard- 
ware store. 

The lines in Mrs. Wehrles depart- 


ment are very active and must be re- 


placed frequently. They were se- 
lected for this purpose that the 
women of the community would de- 
velop the habit ®f making Wehrle’s 
headquarters for as many of their 
needs as could be profitably handled. 
As this store is about eight miles 
from the Public Square in Cleveland 
proper, the problem of downtown 
department stores is ever present. At 
the same time, the women of East 
Cleveland won’t go eight miles for 
merchandise available within a few 
blocks, particularly the more com- 
mon items such as are featured in 
Mrs. Wehrle’s section of the store. 
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Doesn't Worry this Hardware Man 


Another phase of the business is 
outside service work, plumbing, tin- 
smithing, sheet metal work, furnace 
work, glazing, locksmithing and in 
fact general repair work handled by 
Clarence’s father, G. J. Wehrle, who 
founded the business 52 years ago, 
within two blocks of the present loca- 
tion. Each of these three principals 
works hard to build his own (and 
her own) end of the business and the 
progress of each helps build for the 
other two departments. It all com- 
hines to make Wehrles a recognized 
factor in East Cleveland. 

The present store was occupied two 
and one-half years ago and was for- 


























merly a bank. It provides slightly 
more than twice the average store 
front with two large and one small 
window. One large window features 
the merchandise under Mrs. Wehrle’s 
care and the other two are used for 
the general hardware line. The pho- 
tos show the store’s arrangement and 
the store front. 

In recent years, Wehrle’s had felt 
the decline of store volume and re- 
alized that this basic lines were not 
sufficient. They were losing the 
women’s trade and knew that women 
were the purchasers of most goods. 
They sensed a loss to Cleveland de- 
partment stores because these offered 


a more varied selection of goods in 
common use and because many needs 
were served under one roof. A little 
study of the neighborhood including 
talks with former customers gave 
them the clew. Nowhere in the im- 
mediate neighborhood, nor within 
convenient walking distance, could 
local residents obtain bridge prizes, 
silk stockings, lingerie and the other 
incidentals which women buy in sur- 
prising volume. They had to go 
elsewhere for these needs and were 
developing the habit of going down- 
town for all needs on regular large 
scale shopping expeditions. The old 
Wehrle store was narrow, there was 
limited aisle space and the two win- 
dows were very small. But at that, 
Mrs. Wehrle was drafted to bring 
to the store some of the atmosphere 
which encouraged women’s trade. 
This she did on a rather limited scale 
and it worked. The women of East 
Cleveland responded. Circulars were 
distributed, the local newspaper car- 
ried Wehrle’s ads. The novelty angle 
—a hardware store selling notions, 
etc., attracted some attention. Busi- 
ness improved slightly despite the 
handicap of cramped quarters. Then 
came the move to the former bank 
building which provides ample dis- 
play space, adequate lighting, good 
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de- Left hand, or women’s side of 
le’s Wehrle sto-e shown above. In the 

: background is the toy room. At 
1eir . : . 
left seeds, circulating library, re- 

led. membrance cards and in the left 
iles rear of the photo, lingerie, stock- 
soa ings, bridge prizes, etc. Photo at 
. right shows the hardware end of the 
wn business or the men’s section. The 
At large squace building columns are 
; pressed into service as display aids. 
sast Merchandise with good color effects 
for are placed on these little racks which 
few make sales for Wehrle. 
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This was the bank vault which Wehrle uses as a model kitchen and model bath- 
room. Two tone wall cloth and colored kitchen and bathroom equipment have 


made this an attractive display room. 


The equipment is changed occasionally 


and customers who show inclination to look around are always invited into the 
former vault. 


sized windows, aisle space that en- 
courages customers to walk about the 
store and room for adding new mer- 
chandise. 

In arranging both sides of the 
present store the Wehrles paid care- 
ful attention to color effects that the 
entire store has a brightness, some 
life and attractive color harmony. 
The women’s side of the store is not 
a big money-maker. Many of the 
sales are for small amounts of money 
with limited margins, but it is the 
best traffic builder the firm has ever 
enjoyed. The women of the com- 
munity have shown a great interest 
in the new Wehrle store. They sug- 
gest lines not available in East 
Cleveland and in many cases these 
are added. 

During the Friday afternoon and 
Saturday morning the HARDWARE 
AGE reporter studied this business, 
there was an almost constant stream 
of women in the store. A customer 
for a five-cent spool of thread saw 
some rubber panties for babies and 
bought one pair at 75 cents. On her 
way out she decided to buy a broom 
at 39 cents. Another bought a pack- 
age of needles, saw the oilcloth rack 
and spent 80 cents more. Several 
book borrowers came in to change 
their books and bought 15-cent and 
25-cent items somewhere in the store. 
The milliner in the rear had a few 
customers calling for special made-to- 
order hats. Some of these bought 
goods in the hardware department. 
A man buying paint bought a 50- 
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cent toy. And so it went. People 
coming for one item, saw others and 
many bought second and third items 
which they had not intended to pur- 
chase when they entered the store. It 
is the old story—goods are sold 
where ether goods are sold. Women 
are natural shoppers and like to in- 
spect a store’s wares. All goods are 
visibly price marked and the store 
has room enough to permit a visit. 
Clarence Wehrle’s chief joy during 
the business day is serving the young- 
sters, whether they buy goods for 


their parents or just want a roller 
skate or bicycle fixed. During our 
visit, a boy had a pair of skates 
which needed oil and two little nuts. 
Clarence fixed the skates, and re- 
funded the dime offered by the child. 
While he was fixing the skates he kept 
up a steady, friendly stream of con- 
versation with the youngster on skat- 
ing, his school work and possibility 
of good fishing this year. When the 
boy found himself a dime to the good 
he decided he would buy some model 
airplane parts he had wanted. Clar- 
ence suggested the boy obtain his 
mother’s permission first as the 
money had been given him for the 
skates. But the boy insisted that he 
had earned the dime and could spend 
it his own way. And the sale was 
made. 

Wehrle’s have about $200 worth 
of model airplane parts for boys like 
the one mentioned. They are all 
keen about planes and many of the 
East Cleveland boys have built planes 
of unusual merit with parts from 
this hardware store. They come in 
and talk about their experiences. 
Clarence enters the spirit of the 
work, invites them to bring the 
models in for him to see and just 


generally makes them feel at home. 


Aside from the age-old fact that to- 
day’s boys are tomorrow's men, 
Wehrle likes the boys and is glad to 
have their visits as well as their 
patronage. 





The Wehrle toy room with the milliner’s little shop in the rear. This was formerly 
the directors’ meeting room when the bank occupied the premises. There is 
ample room here to permit children to play with wheel toys—a factor making sales. 
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An Adventure in Salesmanship 


in spotless white uniform, sat 

at a broad, flat-topped desk, 
facing me in his office on the second 
floor of the Governor-General’s Pal- 
ace in Havana, Cuba. This was 
thirty-four years ago. Outside, in 
the garden, the royal palms gently 
swayed in the brilliant sunshine. I 
had just handed General Wood a 
letter of introduction, and as he tilted 
back in his chair and read the let- 
ter, a panorama passed through my 
mind. San Juan Hill, Teddy Roose- 
velt, the Rough Rider, the Message 
to Garcia, the Battle of Santiago, the 
dying Spanish Admiral, sitting in a 
chair on the beach gazing at the 
ocean and his burning ships, Ad- 
miral Samson, Admiral Schley— 
“honor enough for all,” Bobby 
Evans saying “Don’t cheer, men; the 
poor devils are dying.” These pic- 
tures were steps in the career of Gen- 
eral Wood. Then my side of the pic- 
ture. Stock clerk in a jobbing hard- 
ware house at $5.00 a week. Long 
days and nights traveling over the 
Western United States, selling hard- 
ware to a pioneering country, covered 
wagons, railroad buildings, mining 
towns, gamblers, cowboys, Indians, 
then sales manager, vice-president, 
now sitting here facing General 
Wood. 

The General laid the letter which I 
had handed him on his desk. “You 
come well recommended,” he re- 
marked with one of his rare smiles. 
“Even here few come with a letter of 
introduction signed by President 
McKinley.” 

One’s heart warmed to General 
Wood immediately. He was a broad- 
shouldered, handsome man—healthy 
florid complexion, hair just turning 
gray—an outdoor man. 

“The President asks me to extend 
to you every assistance and courtesy. 
Just what can I do for you?” said he. 
I told him my little story. We had 
sent salesman after salesman to Cuba, 
and they either went on a spree or 
into the real estate business Cuba 
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was a great field for the sale of hard- 
ware, but we had never been able to 
break into the trade. So one day | 
had asked Mr. Simmons (Mr. E. C. 
Simmons, President of the Simmons 
Hardware Company, St. Louis) to let 
me try my hand on Cuba. I made 
him the proposition that if I sold 
enough goods he would pay my ex- 
penses; if not, | would pay my own 
expenses. He agreed that was a fair 
proposition, and he would accept it. 
“But there is one condition,” said I. 
“You are a personal friend of Presi- 
dent McKinley. I would like you to 
get a letter from him introducing me 
to General Leonard Wood.” Mr. Sim- 
mons smiled. “Well, it’s worth try- 
ing.” So he wrote for the letter, it 
came promptly, and here I was in 
Havana facing the man who, as Gov- 
ernor-General of Cuba, was all-pow- 
erful on that island. 


Introductions 


“Now, General,” I said smilingly 
and modestly, as I finished my story, 
“all I want is to sell all of the hard- 
ware used on the island of Cuba.” 
“But how can I help you?” asked the 
General. “I can’t instruct or even 
ask the hardware dealers on _ this 
island to buy hardware from you.” 
“No,” I replied. “I would not expect 
that much, but couldn’t you just give 
me a letter of introduction to each of 
them?” “Well, hardly,” said he. 
“You see, I am in a very delicate po- 
sition here. I am the Governor- 
General of this island. The slightest 
hint from me would be taken as a 
command. That would hardly be 
fair to these Cuban hardware deal- 
ers.” 

My heart went down in my boots. 
After all my bright hopes, was this 
the end? Was I being politely turned 
down? The General balanced him- 
self in his chair. He looked out of the 
window at the palm trees in the gar- 
den. He picked up President McKin- 
ley’s letter again and glanced over 
it. His mind seemed to be far away. 
Quietly I waited. Finally, turning to 


me suddenly in his energetic manner, 
he said: “I'll tell you what I'll do. 
I'll give you a letter to the Secretary 
of Agriculture of Cuba. He is a 
Cuban. A letter from him intro- 
ducing you to the Cuban hardware 
dealers will not be resented. How 
about that?” 

Feeling that it was the best I 
could get, I didn’t argue. He called 
his secretary and dictated a letter, 
which was immediately typed and 
handed to me. I thanked General 
Wood, and then hastened out of the 
office to call on the Secretary of Agri- 
culture. He was very agreeable. He 
studied me with some curiosity. Gen- 
eral Wood had written him that I had 
come with a letter of introduction 
from the President of the United 
States. The Secretary and I had 
quite a chat, and I remember he told 
me he had been educated in Cincin- 
nati. Finally he asked what he could 
do for me. Again I asked for letters 
of introduction to the Cuban hard- 
ware dealers. He inquired where I 
was stopping, and I told him the 
Hotel Ingleterra. “Ill send you the 
letters tomorrow afternoon,” said he. 
I arose, thanked him and took my 
departure. The great adventure was 
under, way. 

Having an old traveling salesmen’s 
habits, I sat in the corridor of the 
hotel and studied the people. How 
dark the natives were! How much 
darker than the people at home! 
After a few minutes I decided to go 
out front and smoke one of my excel- 
lent Havana cigars. As I smoked I 
idly watched the people across the 
street in the park. My gaze wan- 
dered, and I noticed the signs, which 
of course was written in Spanish. 
That seemed curious. Then I couldn’t 
understand a word of the chatter as 
the people passed. The royal palm 
trees, on close inspection, proved to 
be pretty badly frayed by the wind. 
Like many other members of the no- 
bility, they did not stand close in- 
spection. The rum cocktails, how- 
ever, were good. It was curious to 
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watch the native women drinking 
sweetened water, and hear the boys 
calling the afternoon papers. How 
different everything was, just a few 
hours from the United States. As I 
leaned against one of the pillars of 
the arcade over the sidewalk, a gen- 
tleman carrying a walking stick came 
up, handed me his card, told me po- 
litely he was an interpreter, and asked 
if I needed his services. The name 
on the card was La Carda. He was a 
pleasant-looking gentleman with nice 
manners. I told him that I was not 
sure yet whether I needed an inter- 
preter, but that I did need some ad- 
vice. I asked him to come up to my 
room, and we talked over my busi- 
ness plans. “Do I understand that 
tomorrow you are getting letters of 
introduction from the Secretary of 
Agriculture to all of the hardware 
merchants of Cuba?” “Si, senor,” 
said 1. You see, I was already learn- 
ing the language. “That is very 
good,” said he. “Those letters will 
help you very, very much.” 


A Night’s Dancing 


That night Senior La Carda took 
me to the theatre building where they 
dance the “danzon,” a very odd 
dance. The dancers, instead of cir- 
cling around the floor, stayed in one 
place clasped in each other’s arms, 
while they executed many difficult 
dance steps. The music varied for 
the different steps. I was told it was 
a most difficult dance to do correctly, 
as there were some fourteen steps. 
As I watched the dancers, the music 
worked up to a crescendo. There was 
a final blare of trumpets, and the 
dance abruptly stopped. Just before 
the end I noticed a girl and a man 
dancing near us. The man, while ex- 
pertly executing the different steps, 
stared blankly over the head of his 
partner. When the dance was over. 
his partner guided him from the 
floor. He was stone blind. 

Late the next afternoon there was a 
tap on the door of my room, and a 
United States soldier in uniform 
stepped in, carrying a large leather 
bag strapped over his shoulder, con- 
taining the letters from the Secretary 
of Agriculture to the Cuban hardware 
dealers. We dumped them out on 
the table. Each letter was written on 
the official embossed eagle and shield 
letterhead of the United States Gov- 
ernment. I gave the soldier a liberal 
tip, and then went downstairs to find 


30 


La Carda. I brought him back to my 
room, and we sorted the letters La 
Carda was very enthusiastic. He in- 
formed me that the Spanish people 
were greatly impressed by correct 
form, and that with such introduc- 
tions as these we should approach 
each dealer in the proper manner. 
He said we should engage a fine new 
“victoria” with handsome horses, and 
if I didn’t have a silk hat, I should 
purchase one immediately. If I had 
a cutaway coat and a high collar, so 
much the better. “You see,” said he, 
“The first thing for us to do is to call 
on these merchants and present our 
letters of introduction. After we have 
presented the letters, we can talk 
about the details of buying and sell- 
ing hardware. “I'll sit on the box 
with the driver, and when we arrive 
at a hardware store I'll go in and 
present the letter while you remain 
in the carriage. Then, when the pro- 
prietor comes out to greet you, you 
step out of the carriage, I will intro- 
duce you to the proprietor, and he 
will escort you into the store. That 
is the proper way to do it.” I told 
him I was entirely in his hands. I 
was not familiar with Spanish cus- 
toms, and I. wished everything done 
just right “regardless of expense.” 
That last idea seemed to suit La 
Carda. 


Ecclesiastical Samples 


While waiting for the letters to be 
delivered, we had secured a sample 
room in a building that evidently was 
formerly a church or a convent, be- 
cause the stuccoed wall of our sam- 
ple room was embe]lished with the 
hat and crossed keys surrounded by 
something that looked like a rope, 
which evidently in years past had 
been the arms of some prominent 
Catholic prelate. Here in this larze 
room with whitewashed walls we 
laid out a long line of hardware sam- 
ples from my trunks. These samples 
made a fine display. 

The next morning, Senor La Carda 
was at the entrance to the hotel bright 
and early with a very swanky outfit 
in the way of a carriage and horses. 
I made my appearance wearing my 
new silk hat, cutaway coat, stripped 
trousers, and carrying a stick and 
I had a good laugh to my- 
self. How my old customers out in 
the western part of the United States 
would have laughed if they had seen 
me gotten up in this rig, starting out 


gloves. 


to sell hardware. However, I did my 
look as dignified as possible. All of 
the gentlemen in the hotel lobby 
seemed greatly impressed by our 
grandeur. As he had promised, La 
Carda took his seat beside the driver, 
and, by the way, the driver was also 
wearing a silk hat, with a rosette on 
the side. I whispered to myself: 
“Buckingham Palace has nothing on 
us” as the coachman cracked his whip 
and the spirited horses started off 
with a bound. There was quite a 
clatter, as all the streets at that time 
were paved with cobblestones, and I 
also found, as we entered the business 
part of the town, that the streets 
were exceedingly narrow. The side- 
walks next to the wall were not more 
than three feet wide. It took an ex- 
pert driver to avoid other vehicles, 
also to escape running down the 
pedestrians. However, finally we 
drew up in front of one of the largest 
and best known hardware houses in 
Havana. As I remember the name 
of the concern, it was Sierra Marina 
& Co. 

With my letter of introduction in 
his hand, La Carda descended from 
the front seat, and entered the door 
of the establishment. I sat in the 
carriage, grasping my stick and 
gloves. I must admit I felt a little 
foolish. Through the front windows 
of the establishment I could see a lot 
of men sitting in a sort of office in 
their shirt sleeves. La Carda pre- 
sented my letter to one of them. He 
read it carefully. There was a hur- 
ried exchange of comments with the 
other men in the office. They glanced 
out of the window. Then, to my sur- 
prise, they made a dash for the walls 
where their coats hung on books. Evi- 
dently they were dressing up to greet 
me. Then the proprietor with Senor 
La Carda stepped out of the door and 
across the narrow sidewalk to the car- 
riage. As they approached, I stepped 
down and out of the carriage. La 
Carda presented us, first in Spanish, 
then in English. I bowed deeply— 
so did the proprietor. Then we shook 
hands. Through La Carda, he begged 
me to enter his establishment. Here 
in turn I was presented to the ofhi- 
cers and leading men of the. com- 
pany. They all were exceedingly 
polite. They inquired if I cared to 
be shown through their building. 
Naturally I said I would be de- 
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Retail Code Interpretations and Rules 


Announced by the National Retail Code Authority, Inc., Washington, D. C. 
for the Guidance of all Local Code Authorities 


Factory to You 


No retailer shall use statements in 
advertisements such as: “Factory to 
You”; “Direct to You”; “Buy From 
the Wholesaler,” or similar phrases 
or statements unless such phrases or 
statements refer to all the merchan- 
dise illustrated and/or advertised 
and/or otherwise offered for sale in 
connection with such phrase or state- 
ment, or unless the merchandise sold, 
illustrated and/or advertised is clear- 
ly segregated in the advertisement or 
statements in such a manner as to 
show clearly just what merchandise 
is intended for sale under the condi- 
tions specified therein. 


Advertising the Nature 
of a Business 


A retailer shall not represent him- 
self as other than a retailer or’ repre- 
sent his establishment as other than 
a retail establishment; provided, 
however, that this interpretation shall 
not prevent a retailer performing 
another step in the economic process 
from representing himself as a re- 
tailer and/or his establishment as a 
retail establishment in combination 
with such step, if, in fact, such is the 
case; for example, “retailer and 
wholesaler,” “retailer and manufac- 
turer.” 


Bankrupt and Similar Sales 


It shall be inaccurate and mislead- 
ing advertising and a violation of the 
Retail Code for any retailer to use 
such statements as: “Save One-Half,” 
or “One-Fourth Off,” or “Bankrupt 
Sale,” “Fire Sale,” or “Removal 
Sale,” unless such statements apply 
to all merchandise in the advertise- 
ment, or section of the advertisement, 
in which said statements are made. 


No Down Payment 


It shall be considered an unfair 
trade practice for any retailer subject 
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to the provisions of this Code in 


any advertisement and/or other form 
or forms of selling publicity to use 
the phrase “No Down Payment” 
and/or other phrase of similar or 
like meaning unless each item of 
merchandise in the entire stock or 
class of merchandise offered for sale, 
to which the said advertisement 
and/or publicity is directed, may be 
purchased without any form of initial 
payment whatsoever in every case, 
whether such payment be termed a 
“Deposit,” a “Down Payment,” an 
“Interest Charge,” “Delivery 
Charge,” “Cost of Delivery” arrange- 
ment, an “Advance on the First 
Payment” scheme, an arrangement 
whereby the purchaser is obliged to 
open an account and pay a fee or 
charge for such service, or any other 
form of initial payment on or before 
the date of delivery. 

Whenever a retailer desires to limit 
the above terms to any specific ar- 
ticle or articles of the entire stock of 
merchandise for sale, such limitation 
must be set forth in a manner to 
clearly segregate and identify the 
items of merchandise so advertised. 


Violation of State 
Wage Laws 


Failure to pay the higher minimum 
wage prescribed by the State Law for 
the class of employee of either sex to 


which the employees belong as re- 
quired by the Code of Fair Competi- 
tion for the retail trade shall be 
deemed a violation of the Retail Code. 


Violation of State 
Maximum Hour Laws 


A retailer who works his employees 
within any State for a longer period 
than the maximum hours prescribed 
by that State Law for the class of 
employee to which the employee be- 
longs shall be deemed to have vio- 
lated the Code of Fair Competition 
for the Retail Trade. 


Reduction of Wages by 
Means of Reclassification 

The wages of any employee shall 
not be reduced below what the wages 
of that employee were on July 15, 
1933, except in instances where the 
employee, working under a specific 
classification, is demoted to a posi- 
tion falling under a different classi- 
fication involving a change in duties, 
responsibilities and qualifications, 
and for which a different scale of 
wages exists. If an employee is pro- 
moted "back to his former position, 
the former wages of the employee 
shall be reinstated. An employer 
shall not reclassify employees in such 
a way as to defeat the spirit and in- 
tent of this provision. 





One-Cent Sales, Free Goods Contingent on Purchase 
and Uneconomic Installment Selling Discussed at 
Retail Code Amendment Hearing May 4, 1934 


Most of the opposition to amend- 
ments to the retail code proposed at 
a public hearing May 4, by the code 
authority was directed at those that 
would prohibit one-cent sales, the 
advertisement of “free” goods con- 
tingent on the sale of other merchan- 
dise, and the sale of goods on the 
“installment plan” without a more 


adequate safeguarding the buyer’s in- 
terest. The hearing was. held at the 
Mayflower by Deputy Administrator 
Kenneth Dameron. 

The controversy over the proposed 
amendment relating to the install- 
ment houses arose after Richard 
Neustadt, counsel for the code au- 

(Continued on page 72) 
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If you want to 
have plenty of 
trade in your 
town, it 1S nec- 
essary to make 
it a live town. 
Thisarticleisin- 
tended to help 
you get started 


in the Retail Lumberman 
Kansas City, Mo. 





JAMES F. GOODMAN 




















Every man seeking business in the small town or having 
investments there should be vitally interested in this article: 


‘ 


HERE are some things that 
very definitely cannot be done. 
Appeals to loyalty sound well 
and will receive one hundred per 
cent support in any public meeting 
where town building, public spirit, 
etc., is discussed, but we are all 
nearly one hundred per cent hypo- 
crites when it comes to an actual 
test that seems to require any sacrifice 
on our parts. 

No plan, however logical it may 
seem, that is going to go contrary to 
economic progress, can succeed. In- 
dividuals, towns, even whole coun- 
tries have been powerless against 
economic progress and have ruined 
themselves by opposing it instead of 
adjusting themselves to it. So it is 


well to see in advance whether a town 
really serves an economic and a so- 
cial purpose by its existence and if 
it does then sell to the individuals in 
that town the ideas and practices 
which will maintain for them as in- 
dividuals the economic and social 
advantages they enjoy. In other 
words, self interest is both the force 
that tears down and builds up com- 
munities. 

A leader is required in town build- 
ing or town saving—some one who 
has at the same time force enough for 
leadership, the respect of his fellow 
townsmen and a strong self interest 
in preserving and building up the 
strength of his community. 

The first step is to bring home to 
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BEANS GROCERY 


The Survival of the Small Town 


every one in town how much the 
value of his real estate, of his busi- 
ness, of his social contacts, of his 
community life, depends on the suc- 
cess of the community as a whole and 
that it is impossible for him to do 
anything that will improve his own 
personal position at the expense of 
the community without its very def- 
initely reacting on himself later. And 
this is just as true of the farmer or 
even the renter, the value of whose 
farm and its production both are de- 
pendent on proximity to a good mar- 
ket. 

It should also be made plain that 
the argument that the small town 
merchant isn’t an economic necessity 
and that the small town doctor, or 
preacher can be dispensed with by 
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mass merchandising, mass doctoring 
and mass preaching in the cities has 
no application here. But the social 
necessity for employment, for under- 
standing neighbors and sympathetic 
friends is quite a bit more important 
than the mechanical and efficient 
operation of distribution, medication 
and soul saving. 

Now if there is a general under- 
standing in a town that it is to every- 
body’s personal interest to build up 
that town and that a small sacrifice 
in income or convenience means a big 
gain in investment and added rich- 
ness in community life, then some of 
the ways and means can be con- 
sidered. 

It is most important in town build- 
ing, or should I say community build- 


ing, to get the women interested 
through their pride and pleasure in 
their own homes, the value and sta- 
bility of which depend on the com- 
munity’s prosperity, and through 
their social sense which appreciates 
the value of good neighbors and 
community and church activity. 
The best way to unify a community 
is to find some work in which every- 
one has a common interest and much 
is now being accomplished for the 
solidarity of town and country by 
the work being done on tax reduc- 
tion. And, of course, too, there 
should develop a common interest in 
building up the community itself. 
Another subject is schools, as all are 
interested in having the most efficient 
schools and having as few, and in 
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consequence, as good ones as the 
distances and transportation facili- 
ties will permit. 

Some of the things that are being 
done in communities that are con- 
scious of the need of thorough co- 
operation are: Evening meetings once 
a month or oftener in the winter to 
which both townspeople and farmers 
are both invited. The invitation to 
the farmers are at first personal— 
several business men take half a day 
to go out and visit the farmers in a 
wide territory, to give them the in- 
vitation. This is appreciated as a 
friendly move. Later invitations may 
be sent by mail. 

At these meetings there is a little 
entertainment—music, recitations, a 
boy scout demonstration—there is a 
principal speaker on some topic of 
general interest and afterwards 
games, conversation, coffee and 
doughnuts. 

These meetings can be alternated 
between town and country by arrang- 
ing for meetings at the surrounding 
school houses or in the summer time 
out doors on someone’s farm. 

A country farm agent makes a 
xood speaker—topics to be discussed 
are town building, taxes, marketing, 
roads and whatever is of importance 
to all the community. 

A variation of the idea is to serve 
an evening dinner before the meet- 
ing instead of coffee and doughnuts 
afterward. Here the different women’s 
organizations take charge—sell the 
tickets for the dinner (thirty-five 
cents is the usual cost), loan their 
china and silverware and provide the 
food and raise a little money for 
their churches as well as being boost- 
ers for the event. 

Prizes can be put up by several of 
the merchants and drawn for, the 
prizes to be furnished by the mer- 
chants. Four or five dollars distrib- 
uted in this way produce a lot of 
fun and interest. In one case there 
were three paint dealers in a town 
and one of them, to break down com- 
petitive feeling, bought a can of 
paint of one of his competitors to put 
up as a prize. As luck would have 
it the third paint dealer drew it and 
everyone was delighted. 

A very live topic for these meet- 
ings is the railroad question and sup- 
port of the railroads especially in 
the matter of freight. No com- 
munity can afford to be without a 
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railroad and the share they bear of 
the local taxes is a strong talking 
point. The cooperation of the local 
agent can procure a good speaker 
from his company to present the rail- 
road’s side and they always can make 
some good points on community 
building because the railroads want 
the community to prosper as much 
as anyone. In one case a special 
meeting was turned over to one of 
the railroads. Their public relations 
man was there, their local agent, dis- 
trict superintendent, traffic manager 
and a full brass band from their 
shops—thirty-four in the delegation. 
It was a wonderful meeting but un- 
fortunately they all came in automo- 
biles instead of on the railroad. 

The County Superintendent of 
Schools and the various county of- 
ficers to explain how the county 
business is carried on, all make in- 
teresting meetings. 


Other Projects to Work On 


1. Appearance of the town, lawns, 
gardens and homes nicely kept. 

2. The appearance of the Main 
Street, especially if there are any 
vacant store buildings—even the 
vacant buildings should be painted 
and have displays in them. 

3. Encouragement of facilities for 
farm markets like a poultry house, 
creamery, haybuyer, etc. 





4. Promotion of 4-H Clubs and 
Boy and Girl Scouts. 

5. Helping farmers to improve 
their stock by importing good cattle, 
hogs, hens, etc., to be sold on easy 
terms or even given away at a mar- 
ket day .drawing. 

6. Hold poultry shows, farm prod- 
ucts shows, etc., with prizes. 

7. Band, baseball club or some 
similar institution will advertise a 
town and keep the young people in- 
terested. 

8. Systematic circularization of 
your trade territory with some sort 
of publication made up of local mer- 
chants’ advertising and containing at 
least one “special” per merchant. 

_ 9. It may be possible to get the 
farmer to drive in to your town to 
church. 

10. The schools should be ex- 
ploited to the most—boost school 
athletics, school shows, the school 
Glee Club, school gardens. Do every- 
thing possible to enable farmers’ 
children to finish in the town high 
school. Do everything that can be 
done to arouse and hold the interest 
of the young people. 

11. Farmers should be expected to 
be members of the Commercial Club 
—should be regarded as fellow citi- 
zens. 

12. Find out what other towns are 
doing and follow any good plan. 








Read what 
Waverly, Lowa, 
merchants do to 
bring people into 
town and keep the 
trade at home... 


Next Issue of 
Hardware Age 
Out June 7th 
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show the economic value of distribu- 
tors and the following three impor- 
tant points were thoroughly demon- 
strated. 


estate, pipe yards, warehouses, of- 
fice buildings, trucks, machinery, 
warehouse equipment, office equip- 
ment and miscellaneous service facil- 


under 25 per cent for the past nine 
years: which covered selling costs, 
overhead, service facilities, stock- 
carrying, write-offs for depreciation 





ities totaling approximately $115,- 
000.000. 

Provide in excess of 41,000,000 sq. 
ft. of floor space for warehousing 
stocks. 

Do an annual volume of business 
of more than $400,000,000. 

Carry an average inventory em- 
bracing an average of 37,000 items. 

Employ a staff of more than 3500 
trained stock clerks having com- 
petent knowledge of product specifi- 
cations. 

Provide direct and rapid delivery 
service. 

Have more than 6000 trained sales- 
men. 

Maintain product displays and 
conduct demonstrations for manufac- 
turers and industrial consumers. 

Maintain a price and product data 
service of inestimable value to buy- 
ers. 

Maintain a catalogue service of 
great value to manufacturers and 
buyers. 

Provide adjustment service on 
product failures—thus saving both 
manufacturers and industrial con- 
sumers time and money. 

Extend credit and because they 
know local conditions, credit losses 
are reduced to a minimum. 

Have first-hand knowledge of each 
buyer’s requirements and_ buying 
practices. 

Are intimately acquainted with, 
and enjoy the confidence of local 
buyers. 

Have a detailed knowledge of each 
local territory. 

Have a thorough coverage of each 
territory. 

Provide an emergency and repair 
service which no individual manufac- 
turer could possibly provide on a 
nation-wide basis. 


The survey further undertook to 
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Distributors do not add an extra 
cost factor in the distribution of in- 
dustrial supplies—rather they ex- 
tract their overhead and profit by 
performing economies for both the 
manufacturer and the consumer. 

Distributors sell at a much lower 
sales cost than manufacturers doing 
a direct business. For example, the 
average cost per sales call for a 
manufacturer selling direct amounts 
to from $5.00 to $10.00 per call de- 
pending upon the territory covered 
and the line represented. The aver- 
age distributor’s sales cost per call, 
including supervision, amounts to 
but 75c. to $1.50 depending upon the 
territory covered. Obviously, the con- 
sumer has to pay these costs—and 
gains an advantage when sales costs 
are reduced through the use of dis- 
tributors. 

Distributors save consumers con- 
siderable money by reducing to a 
minimum the cost of carrying stocks. 
It is an economic law that stock car- 
rying costs cannot be eliminated, but 
they can be reduced to a minimum 
when consumers properly use the 
facilities and services of industrial 
distributors. Studies made by the 
Department of Commerce, the United 
States Steel Corporation and many 
other reliable concerns, showed that 
the average cost of carrying stocks 
by consumer plants exceeded 25 per 
cent of the inventory value — due 
mainly to obsolescence and deprecia- 
tion. 

In many plants the cost of carry- 
ing stocks of supplies was found to 
run in excess of 45 per cent. Against 
this the distributor’s annual obsoles- 
cence and depreciation write-off is 
approximately 1144 per cent. The 
total gross margin of distributors 
throughout the country has averaged 


and profit for the distributor. 


Distributors Indispensable 


A survey among industrial users 
showed very definitely they cannot 
get along without the services of dis- 
tributors. Practically every single 
industry depends upon distributors as 
its source of supply for a wide range 
of items—and through long exper- 
ience the have found that distributors 
save them money on their require- 
ments. For example, a survey among 
a large list of various industries in 
several States brought out the follow- 
ing facts: 


Contractors reported purchasing 
96 per cent of their industrial supply 
requirements from distributors. 

Coal mines reported purchasing 
89.4 per cent of their industrial sup- 
ply requirements from distributors. 

Manufacturers of clay products 
reported purchasing 80 per cent of 
their industrial supply requirements 
from distributors. 

Cotton mills reported purchasing 
56 per cent of their industrial supply 
requirements from distributors. 

Machine shops reported purchas- 
ing 42 per cent of their industrial 
supply requirements from distribu- 
tors. 

Petroleum refineries reported pur- 
chasing 39 per cent of their indus- 
trial supply requirements from dis- 
tributors. 

Line and cement mills reported 
purchasing 36 per cent of their in- 
dustrial supply requirements from 
distributors. 


Effect Many Economies 


The survey clearly showed that 
distributors could carry stock for 
several hundred plants in a territory 


The Purchase Price is Only Half the Story... 
Examine the Cost of OBSOLESCENCE and DEPRECIATION 


Every plant attempting to carry its own stock accumulates considerable 


inactive or undesirable orphan stocks. Due mainly to depreciation and obsoles- 
cence, stocks carried longer than one year rapidly lose their original value. By 


adding the accumulated cost of carrying such stock to the purchase price, 
and then comparing this total cost to the remaining asset value of the stock, 





it is clearly evident that in a comparatively short time, 
the total cost amounts to several times the remaining 
asset value of the stock—as shown in the accompany- 
ing table, based on a study made by a large Iron and 
Steel Manufacturer. 
Stock.carrying costs cannot be eliminated, but by 
proper use of the industrial distributor’s facilities, 
| they can be reduced to a minimum. If distributors 
did not exist, every user and supply manufacturer 
would have to provide their own warehouse facilities 
ai at a tremendous duplication of effort and expense. 
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Questionnaires were mailed to 1,877 firms. Reports were The study embraced three main classes of Firms, whose varying 
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T was a tough winter on shrubs— 
rose bushes, etc., and there is a 
lively demand for replacements 

just now. The shrub line will be a 
profitable one for many hardware 
stores this season. The window dis- 
plays presented here, were used in a 
city department store, but they afford 
a good object lesson in display of 
this type of merchandise. If you 
are dealing in this line make a really 
outstanding display of it. These win- 
dows indicate a stock of shrubs that 
merit the attention of the customer. 
The massing of the packaged roses, 
and the attention value of strong 
lighting in both of these windows is 
worthy of notice. The store using 
such displays will do a much greater 
business in shrubs than the one that 
stores them in the back of the store 
or in the warehouse, no matter how 
much attention is given to them other- 
wise. 

Turn to page 68 for other instruc- 

tions for installing the suggested 
windows. 
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Make your trims 
hold their own in 
your trade center. 














This arrangement of Hardware Age 
interchangeable display fixtures is 
used in the display below. 
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Charts for easy drawing of the background posters for 
the sketched original window display suggestions will be 
found on page 68 of this issue. 
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This arrangement of Hardware Age : 
interchangeable display fixtures is 
used in the display above. 
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This diagram will assist you in making 
the large baseball which is used in the 
above window and which stands out 
on a different plane from the poster. 
This makes a very effective display. 
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Local women’s civic, church and fraternal organizations are invited by Fox & Schamel, of Flushing, N. Y., to attend their 


paint demonstrations. A donation of $5.00 to their organizations assures an attendance of at least thirty. 


Paint Demonstration Builds 
Store Traffic for Fox & Schamel 


NDER a plan used by Fox 

& Schamel Inc., Flushing, 

N. Y., local women’s civic, 
church and fraternal organizations 
are invited, as a group, to attend one 
of the paint demonstrations held 
twice daily by the firm during its 
paint demonstration week. The dem- 
onstrations are usually scheduled for 
3 and 8 p. m. When the invitations 
are extended the firm explains that if 
thirty or more members attend, the 
store will donate $5 to the organi- 
zation’s treasury. In inviting the or- 
ganizations a point is made to ask 
only clubs having memberships com- 
posed of desirable paint prospects, 
worthy of special cultivation. Many 
of Flushing’s leading ladies’ groups 
have attended and have had their 
interest in painting greatly stimu- 
lated by one of the demonstrations. 
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Attendance for the week usually ex- 
ceeds the 300 mark. 

One of the chief advantages of the 
demonstration is that spectators are 
able to interrupt the demonstrator at 
any time to ask questions about any 
point which is not entirely clear to 
them. At the start it is explained, 
those in attendance may ask ques- 
tions. Usually the audience is 
responsive to this suggestion and 
many interesting questions are asked. 
Frequently points are cleared up that 
have prevented several women from 
beginning painting jobs, which they 
would not have attempted if authori- 
tative information had not been so 
readily available. 

It is seldom that any of the ques- 
tions are highly technical. Most any 
well informed paint man could 
furnish reliable answers, but to the 


woman perhaps attempting her first 
painting project they are all im- 
portant. Some typical questions are: 
What will prevent “bleeding” when 
paint is applied over a mahogany 
varnish stain? How many average 
sized window screens can be finished 
with a quart of screen enamel? How 
can plaster cracks be filled prepara- 
tory to painting? What paints are 
satisfactory for use on steam radia- 
tors? And many others along simi- 
lar lines. 

A big point in favor of this type 
of paint demonstration is that it af- 
fords the opportunity to do a thor- 
ough job on practically all of the 
important items in the paint line. In 
Fox & Schamel’s store, a space is 
cleared on the second floor where a 
crowd of about fifty, comfortably 
seated, remain attentive throughout a 
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demonstration lasting about an hour 
and a half. This presents an op- 
portunity to acquaint the women pres- 
ent with the purpose and application 
of many paint products, with which 
they may not be at all familiar. No 
one could leave a paint demonstra- 
tion of this kind without having 
gained a fair knowledge of the mate- 
rials available for nearly every kind 
of a paint job. A packet of circulars 
describing various paint products is 
placed on every chair before the dem- 
onstration begins, and those present 
are asked to take this packet with 
them to study at their leisure. 

The manufacturer of the line of 
paint handled by the store has for 
some time been encouraging its deal- 
ers to sponsor similar demonstrations 
and has found retailers who have 
given the idea a trial well pleased 
with the good accomplished. This 
manufacturer's salesmen are espe- 
cially trained so that they can in- 


In passing through the store, following the demonstration, many pause to buy 
paint, as well as unrelated items. Many persons have also been brought into the 
store for the first time by the interesting paint demonstration. 
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struct any competent young lady 
selected by the dealer on how to con- 
duct an effective paint demonstration. 
Sometimes the dealer can persuade 
the manufacturer's salesman to 
“pinch-hit” and personally conduct 
the demonstration. 

On May 11, a salesman demon- 
strator, was particularly adept at 
presenting the story of paint in an 
interesting and informative manner. 
The organization was an auxiliary 
unit of one of Flushing’s leading 
churches. Most of those present 
were middle-aged and several of the 
women were accompanied by their 
husbands. The majority were mod- 
erately well to do people, probably 
owning their own homes and _in- 
terested in keeping them attractive 
and in good repair. The demon- 
stration was well gaged for the audi- 
ence. Injecting a little well chosen 
humor at timely intervals, while still 
keeping paint foremost in the minds 





of those present, he made the demon- 
stration both enjoyable and instruc- 
tive. 

After emphasizing how paint 
makes home surroundings more sani- 
tary, how it protects property from 
wear and from the ravages of the 
elements, and how it beautifies, the 
demonstrator showed how cheap 
paint is really more expensive than 
quality paint in the long run. He 
then briefly reviewed the history of 
the paint manufacturing concern 
with which he is identified, pointed 
out that it is one of the leading con- 
cerns of its kind, and stated it en- 
joys an enviable and long standing 
reputation for the quality of its prod- 
ucts. He also stressed that both the 
manufacturer's guarantee and that of 
Fox & Schamel was back of all of 
the paint products that would be 
discussed during the demonstration. 

Following this, some twenty paint 
items were discussed and actual dem- 
onstrations were given on stove pipe 
enamel, linoleum finish, quick dry- 
ing enamel, varnish and_ varnish 
stains. Among the paint items whose 
purpose and application were ex- 
plained in considerable detail were 
outside house paint, auto enamel, 
auto top finish, gold and aluminum 
enamel, varnish, linoleum _ finish, 
varnish stain, floor enamel, flat var- 
nish, paint remover, stove pipe 
enamel, screen enamel, surfacer, 
washable flat finish, porch floor 
enamel, semi-gloss wall finish, high 
gloss wall finish, four hour enamel, 
and transfer decorations. 

Before bringing the demonstration 
to a close, attention was called to the 
combination trial offers available, 
consisting of small sized cans of 
several different kinds of paint of- 
fered together with proper brushes, 
at special introductory prices. As a 
concluding feature several vases and 
flower pots were decorated by the 
process which entails floating vari- 
colored paints on water in a large 
vessel, and dipping the objects into 
the water in such a manner that a 
very attractive effect is obtained. 
These souvenirs were presented to 
the ladies present. On their depar- 
ture each guest was given a yard- 
stick bearing the firm’s imprint. 

Many stopped at the paint depart- 
ment on the first floor to take ad- 
vantage of the trial offers, or to pur- 
chase other products that had been 
explained during the demonstration. 
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ADVANCES BECOMING EFFECTIVE 


Manila and Sisal Rope (In 
Zone 2) 

Asphalt Strip Shingles 

Rome Copper Tea Kettles 

Plastic Roof Cement 

Robertson Horseshoe 
Magnet Hammers 

Asphalt Roof Coatings 


Shellac 
Chamois Skins 
Linseed Oil 
Wheelbarrows 


Steel Septic Tanks Auto Tires 
Estwing Hammers (High- Key Blanks 
est Grade) Horse Rasps 


Eaves Trough, Conductor Pipe and Ridge Roll 


DECLINES BECOMING EFFECTIVE 


Wood Screws Turpentine 


Window and Plate Glass 
ADVANCES ANTICIPATED 


Ready Mixed Paint 

Rubber Soles and Heels Outfits 

Sledges, Wedges, and Wheel Goods 
Heavy Tools 

Cap and Set Screws 

Bolts and Nuts 


Paint Brushes 
On manila and sisal rope, a re- 
vised zoning system and a new price list 
was issued by leading factories—effec- 
tive May 1 
per pound in Midwestern and Southern 
States—Zone No. 2. First quality manila 
is quoted at 1714 cents per pound base 


in the east-central zone, and No. 2 


and raising prices 1% cent 


manila at 151% cents base. 
* * * 

The Rome Manufacturing Com- 
pany Division of Revere Copper and 
Brass, Inc., announced an advance, ef- 
fective May 7, on nickel-plated copper 
and polished copper tea kettles. On the 
standard numbers—17, 18 and 19 
the change amounts to about 5 per cent. 
On the special polished copper kettle, 
their X8, the advance reached about 15 
per cent. Copper wash boilers were 
marked up about 10 per cent ($2.00 on 
No. 9) over March quotations or about 
20 per cent over the December, 1933, 
level. 

* * * 

Horse rasps were advanced by 
Nicholson File Company May 5, nearly 
20 per cent, the first change on these 
tools for a considerable time. 

* * * 

Higher grade hammers made by 
Estwing Mfg. Co. were marked up 
about 10 per cent, bringing the price 
back to the level in effect before last 
year’s decline. There was no change 
at this time in the Estwing black-fin- 
ished tools. Prices on sledges, wedges 
and similar heavy tools are very strong. 
and some makers expect further ad- 


vances, 
& * * 


Eaves trough, conductor pipe 
and ridge roll were quoted May 1 by 
Milcor Steel Company and others at a 
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Copper Wash Boilers 
Riveting Machines 
Enameled Combinets 


May 
24th 
1934 


Shoe 


5 per cent average advance over the 
August, 1933, schedules, or 10 and 5 
per cent above the basis effective in 
January, 1933. Miters, ends and drops 
were raised May 1 about 10 per cent, 
and eaves trough hangers about 5 per 
cent. There was no change at this time 
on conductor elbows. 
* *% * 


On wood screws, some manufac- 
turers have recently reduced their price 
lists about 744 per cent, to meet con- 
cessions which had become rather com- 
mon to the larger buyers. Base dis- 
counts and list prices remain the same 


as before. 
*% *% * 


Asphalt strip shingles were ad- 
vanced about May 15 to the extent of 
6 to 7 per cent, or 20 to 30 cents per 
square on the carload’ prices. On pre- 
pared roll roofings, since some manu- 
facturers had not followed the May 1 
mark-up, the lower mid-April price list 
was generally reaffirmed for a few days’ 
shipping period last week, to protect 
the customers of those factories who 
had participated in the May 1 advance. 

* &* 

Prices on paint brushes remain 
stationary, but the bristle market is 
higher and indications point to an in- 
crease in price, when the manufac- 
turers’ fiscal year ends. and they pre- 
pare new prices for the ensuing year. 


% * * 


The raw material markets affect- 
ing paint are very strong, and no sur- 
prise would be felt at an advance some 
time this summer. Some manufac- 
turers see a possibility of an increase 
of perhaps 15 cents per gallon unless 
raw materials weaken. On May 4, lin- 


seed oil advanced 11% cents per gallon. 
Turpentine declined 2 cents per gallon. 
* * * 
The Cleveland Cap Screw Com- 
pany issued new price lists May 14 
with hexagon head cap screws quoted 
at 85 per cent, square head set screws 
at 75-10 per cent, and carriage and ma- 
chine bolts and nuts at 60 per cent. 
There is still considerable price weak- 
ness on the smaller range of sizes in 
carriage and machine bolts. Industrial 
buyers, and retail dealers are placing 
some very large orders, believing that 
recent prices cannot continue. 
* * * 


On rubber soles and heels, fol- 
lowing the advance in April, there is 
evidence that continued high rubber 
prices will bring further mark-ups. One 
maker has already announced a second 
increase in his quotations. 

* * * 

Wheelbarrow prices have been 
raised approximately 5 per cent by 
Jackson Mfg. Co. Wholesalers have 
done considerable forward buying on 
all wheelbarrow lines, and stocks are 
reported well filled. 


* * * 


Shellac prices have fluctuated 
since Jan. 1, with two sharp ad- 
vances, of 15 cents each per gallon, 
occurring on May 4 and May 9. The 
cornering of the bone-dry market in 
London is assigned as the reason for 
recent bullishness. The last advance 
placed shellac nearly 40 per cent above 
the Jan. 1 level. 

* & * 


Prices on wall paper cleaners are 
not very stable, and some very low 
quotations have been made at various 


points. 
* & 


Insecticides, particularly arsenate 
of lead, have under-gone several rapid 
price changes, both up and down. They 
are now up again, after a short period 
of selling at a very competitive basis 
when heavy orders were placed by large 


retailers. 
*% * *& 


Asphalt roofing coatings and 
plastic roof cement were advanced 
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about 5 per cent on May 3 by The 
Ruberoid Company and others. 
x * & 

B. F. Goodrich Company an- 
nounced May 11 an increase of 5 to 
15 per cent on third and fourth line 
tires, effective at once. Seiberling Rub- 
ber Company followed the advance, and 
the Dayton Rubber Manufacturing 
Company also increased third-line tire 
prices 10 per cent. Announcements 
were expected from other companies to 
the effect that they will make similar 
price increases. 

% *& & 

The Robertson Horseshoe Mag- 
net hammer was advanced about 20 per 
cent on May 15 by the manufacturer. 
Arthur R. Robertson, Boston, Mass. 

* * * 

A price change on galvanized 
clothes line wire was the subject of 
a paragraph appearing in_ these 
columns in the May 10 issue of Harp- 
WARE AcE. Comments on the item men 
tioned by one of the leading: manu- 
facturers of this line are: “We would 
like to correct the statement, which 
your publication makes. to the effect 
that a decline has taken place on wire 
clothes lines netting approximately $3 
per ton. It is a fact that the newly 
established list prices, less the jobbers’ 
discounts, do in some cases show a de- 
cline of from 2 to 3 per cent. but bear 
in mind that heretofore a freight allow- 
ance was extended to the trade of from 
25 to 50 cents per 100 pounds. depend- 
ing on the shipping point—whether it 
he Waukegan, Cleveland, or Worcester. 
This freight 
eliminated, so that the new prices are 
f.o.b. Chicago. Cleveland. or Worces- 
ter.” 


allowance has _ been 


* * *% 


Leading manufacturers of steel 
butts, strap and T hinges comment that 
the reported price war was very much 
exaggerated, and that the only recent 
price competition of note was localized 
and of short duration. The 20 per cent 
advance of May 1 is reported generally 
effective. 

* * * 

RCA Radiotron and Cunningham 
radio tubes are being distributed under 
a new plan which became effective on 
April 2. The new policy, as announced 
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by Elmer T. Cunningham, president, 
RCA Radiotron Co., Inc., restricts dis- 
tribution to only selected, franchised 
dealers, through established RCA dis- 
tributors. In principle, the plan is un- 
derstood to operate similar to that used 
in the distribution of mazda lamps. A 
sliding scale of discounts, based on a 
contractual agreement as to volume will 
apply. The dealer invests no money 
in stock, and all tube transportation 
costs, excepting local cartage, will be 
borne by either the jobber or the man- 
ufacturer. 
* * * 

Winchester Repeating Arms Co. 
has replaced its Model 60, .22 caliber 
bolt action rifle with a new Model 67, 
which will cost the dealer $4.60, to re- 
tail at $5.50—the same price as the 
model which it replaces. 

* * # 

Window glass manufacturers un- 
expectedly announced a decline in the 
price of their product, effective May 4. 
The reduction amounted to 10 per cent 
on “A” quality and 12% per cent on 
“B.” and a further drop of 5 per cent 
followed within a few days. The price 
of large size plate glass has been cut 
15 per cent. The explanation for this. 
when the trade was expecting an ad- 
vance instead of a decline, was that a 
few smaller manufacturers, overloaded 
with surplus stock, were offering it at 
a discount, which forced the larger man- 
ufacturers to reduce their prices. Dis- 
tributors are expecting that when these 
over stocks are unloaded, prices will 
at least revert to their former levels. 

i « 

Tubular ice skate shoe outfits are 
expected to advance in conformity to 
the recent increase on flat steel skates 
and outfits, so advance buying is very 
lively. 

%* & 

With reports that wheel goods 
prices will advance, orders are being 
placed in liberal quantities for wagons, 
scooters and velocipedes. 

% & # 

Steel septic tanks have recently 
advanced about 20 per cent, the sec- 
ond rise in’costs on these goods. 

* & * 

Key blanks have taken their 

third increase, with a mark-up of about 


15 per cent on May 12. Makers of 
builders’ hardware are still rather busy, 
completing orders placed in anticipa- 
tion of the recent price rises. 


*% *% * 


Chamois skins advanced about 
124% per cent on May 15. Some of 
the “specials” which had demoralized 
the chamois market, were withdrawn on 
that date, but not until orders for June 
and July shipments had been rather 
freely accepted. 


On silver plated ware, distribu- 
tors are advised by several factories that 
another advance is expected, of per- 
haps 10 per cent. The makers claim 
they are working on a very close mar- 
gin, on low-priced silver ware in par- 
ticular. 

* & 

An advance has been announced 
on enameled combinets. From the cut 
prices which some manufacturers were 
quoting a month ago the rise amounts 
to between 15 and 20 per cent. This 
is an item quite generally used for spe- 
cial “sales,” and jobbers with stocks 
bought on the old basis will probably 
advance only moderately at this time. 


% * *% 


While retail hardware trade, ex 
cept in the drought area, has been 
progressing satisfactorily, it seems ap- 
parent that wholesalers and manufac- 
turers are slowing their pace. Inven- 
tories are generally large enough for 
the present, pending a more emphatic 
change for the better in the general 
situation. There is increasing uncet 
tainty over probable changes in the 
NRA, over the threatening labor situa 
tion in some important industries, and 
over the developing weakness in securi- 
ties and some commodities. Crop esti 
mates for the Midwest and Northwest 
drought districts have been revised 
downward sharply, and each day’s lack 
of rain means that further acreage is 
being eliminated from the possibility of 
recovery. Notwithstanding all this. it 
is estimated that general retail sales 
show a national gain of 12 to 20 per 
cent as compared with the correspond- 
ing figures of 1933, while the whole- 
sale trade, it is believed, is reflecting 
gains ranging from 5 to 10 per cent. 
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To Permit NRA Code Compliance 


Broad Modification order, effective May 3, relieves 

tension under which Southern jobbers who were 

members of the Southern Hardware Jobbers’ Asso- 

ciation in 1926 have labored in their efforts to com- 
ply with codes. 


Through formal court order 
entered in the U. S. District 
Court at Richmond, Va., May 3, 
a broad modification has been 
obtained of the consent decree 
outstanding against the southern 
jobbers who were members of 
the Southern Hardware Jobbers’ 
Association at the time the de- 
cree was obtained, in 1926. 

The decree, in effect, prohib- 
ited certain action which is au- 
thorized or required under many 
of the codes to which the jobbers 
are subject. For the last few 
months, therefore, the Associa- 
tion has directed its effort toward 
obtaining a broad modification 
of the decree which would make 
it unnecessary to obtain separate 
modification with specific refer- 
ence to each code that had to be 
taken into consideration. 

The modification order, in ef- 
fect, gives the jobbers involved, 
the necessary freedom to comply 
with the general wholesale code, 
any supplemental wholesale hard- 
ware code, when approved, and 
with any code heretofore or 
hereafter approved, for any trade 
or industry in whose products 
they deal. 

A condition of the modification 
order is that it does not apply 
to any code or code amendment | 
approved after May 3, 1934, un- 
til ten days after certified copies 
of such code or amendment have 
been filed with the District At- 
torney and the Attorney Gen- 
eral, nor does it apply then if 
the Attorney General files notice 
of objection to such code or 
code amendment. 

This modification order clears | 
up a situation which had become 
quite troublesome to the large | 
majority of the southern job- 
bers. The difficulty arose out of | 
the fact that while the Recovery 
Act, in effect, set aside for the | 
period of the Act certain re- | 


At 


laws, 
prior 


the anti-trust 
aside 


strictions of 
it did 


court orders or decrees. 


not set any 


C. L. SEITH 50 YEARS WITH 
GEO. WORTHINGTON 


Charles L. Seith recently cele- 
brated the 50th anniversary of 


his connection with The Geo. 
Worthington Co., Cleveland, 





CHARLES L. SEITH 


Ohio, wholesale — distributors. 
Joining the company in March, 
1884, he was there seven months 
when he was selected to com- 


pile the first general catalog is- | 


sued by the company. Having 
nothing to go by but the stock, 


that job took Mr. Seith two 
years. He compiled three suc- 
ceeding books. 

After working on the first 
catalog he went to the sample 
room in the sales department 


and was with C. A. Jewett for 
30 years and aiding Mr. Jewett 
in the buying. Since then he has 
been on the sales floor. Ten 
years ago Mr. Seith was elected 
a member of the board of direc- 
tors and is still a director of 
the company. 





LOS ANGELES CLUB HEARS 
COMMERCE TALK 


The May 8 meeting of the Los | 


Angeles Pot & Kettle Club, held | 


at the Clark Hotel heard G. A. 
Glasscock, Foreign Trade De- 
partment of the Chamber of 
Commerce talk on the Los An- 
geles harbor and foreign trade. 
W. W. F. Cavanaugh, U. S. 
Board of Trade spoke on gov- 
ernment costs and the reduction 
of crime. President George P. 
Wilcox presided at the meeting. 

At the May 1 meeting, also 


presided over by Mr. Wilcox, 
delegates were elected to the 
Associated Pot & Kettle Clubs 


held in June. 
held on the 
Associated Club’s authority over 
local clubs. It was decided that 
the May 22 meeting would be 
held in conjunction with the Au- 
Club, at the 
Mayfair Rainbow Isle. 


convention to be 


A discussion was 


tomotive Boosters 


MARSH MANAGES SALES 
FOR CONLON CORP. 
Walter J. 


Conlon, president, 


Conlon Corp., Chicago, III., man- | 


ufacturers of electric washing 
and ironing machines, has an- 


nounced the appointment of S. 
J. Marsh as general sales man- 
ager. For the past six years he 
has been with Landers, Frary & 
Clark, New Britain, Conn., four 
years as Western sales manager 
of the washing machine division 
with headquarters in San Fran- 
cisco and for the latter two years 
manager of the wash- 
ing machine division in New 
Britain. Prior to that time he 
was secretary and general sales 
manager of Easy Housekeeping 
Shop, Los Angeles, operating re- 
tail appliance stores in  south- 
ern California. 


as_ sales 


D. A. Coleman, recently vice- 
president and sales manager of 
Charles Dawrd & Co., dealers 
in securities is sales promotion 
Before 
was president for seven years 


manager. 


of a sales promotion firm, fol- 
lowing five years as sales and 
advertising manager of Modart 
Corset Co. 


that time he | 





BERGER IS TREASURER 
OF MASBACK HARDWARE 

David H. Berger has _ been 
elected treasurer of the Masback 
Hardware Co., New York City, 
wholesale distributors. Starting 
in the billing department Mr. 
Berger worked his way through 














DAVID H. BERGER 


the several departments of the 
business to credit manager, 
which position he held for six 
years. 

Mr. Berger’s election was an- 
nounced following a recent meet- 
ing of the board of directors. 
Other officers elected at the 
meeting are, chairman of the 
board, Robert J. Masback; presi- 
dent, Edwin R. Masback; vice- 
president, Harold E. Masback, 
and secretary, E. L. Steckler. 





GEORGE WATSON TALKS 
TO SEATTLE CLUB 
George Watson, San Fran- 
cisco, Calif., addressed the May 
1 meeting of the Seattle Pot 
and Kettle Club on the subject 
of Market Conditions. Other 
guests of the club were: H. O. 
Davis, Los Angeles Club, rep- 
resentative, Savory, Inc.; Harry 
Byrne, North Coast Electric Co., 
Seattle, and Harry Warren, man- 
ager, China Department, Mac- 
Dougall & Southwick, Seattle. 


PICKERING MFG. CO. 
NOW IN NASHVILLE 
The Pickering Mfg. Co., man- 
ufacturers of Sani-Set mouse 
traps, formerly located in Clarks- 
ville, Tenn., has moved to 1400 
Montgomery Avenue, Nashville. 
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from distributors, 
to convince users that dis- 


quirements 
and 


master of ceremonies for the San 


Francisco club at the coming 


convention. 














Transition” as its theme. This 


will be the first time the Con- 





termining how the higher prices 
can be justified to consumers. 
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J. S. DRISCOLL HEADS 
TRAVELERS’ PROTECTIVE 

James S. Driscoll, house man- 
ager and a director of Shapleigh 
Coa. 3. Mo., 
was recently elected president of 
the Traveler's Asso- 
ciation. Mr. past 
president of Post A, one of the 
the 
membership of more than 5000. 
The 
ship of 75,000 in 
States. Mr. Driscoll 
president in 1924, and since then 


Hardware Louis, 

Protective 
Driscoll is a 
largest in country, with a 
a member- 
United 


association has 
the 
was state 


has been a member of the na- 
tional board of directors. 


The 


ord as giving its whole-hearted 


association went on rec- 


indorsement to the NRA and 
specifically indorsed the action 
to compel chain stores to comply 
with the wholesale and_ retail 


codes, the National Bankruptcy 
Act and the old-2ge pension bill 


now pending in Congress. The 
organization also decided to at- 


tempt to bring about reduction 


in railroad passenger fares in 


the North and East. 


AFFIRMS UTILITIES’ 
RIGHTS AS RETAILERS 
Legality of electric utilities’ 
appliance retailing activities was 
recently confirmed by the United 
State Supreme Court. 

A law prohibiting utility com- 
panies from engaging in appli- 
ance retailing was passed by the 
Kansas legislature in 1931. Two 
years later the State Supreme 
Court declared the law unconsti- 
reversal 
carried to Washington, D. C. 


tutional and its was 


SUBMIT SUPPLEMENTAL 
WHOLESALE PAINT CODE 

Recently the National Whole- 
Paint through 
its president, A. F. Winsell, Cin- 
cinnati, Ohio, submitted a 


sale Association 
pro- 
posed code of fair competition 
for the wholesale paint, varnish, 
lacquer and allied products in- 
dustry. Supplemental to the 
general code for the wholesaling 
trade the draft 
vides for the establishment of a 


presented pro- 
separate code authority and sets 
up a list of trade practice regu- 
lations. 

Mr. Winsell offered amend- 
ments covering definitions of the 
trade and trade practice pro- 
visions which would cover terms 
of sale on spring and fall stock 
orders and new accounts. A list 
of merchandise specifying ar- 
ticles to be included under the 
term “allied and/or kindred 
products” was also submitted. 
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THEODORE HUSS 


Theodore Huss, 73, vice-presi- | 


dent and treasurer, the Lufkin 


THEODORE HUSS 


Rule Co., Saginaw, Mich., died | 
illness of | 


May 2, 


following an 





Jone year. He began his busi- 
Mich., hardware store at the age 
of 17, and in 1880 
went to Saginaw where 
he worked for Morley 
Bros., wholesale 
ware distributors. Later 
he engaged in the 
hardware business in 
Reed City as a mem- 
ber of the firm of 
Muehlig & Huss, after 
which he returned to 
Morley Bros. Leaving 
Morley Bros. he open- 
ed a hardware store 
in Cleveland with Sam- 
uel Allen. In 
Lufkin 


salesman. 


in many clubs 
fraternal organizations 
in Saginaw and took 
an active part in civic 
affairs. He retired from 
the directorate of the 


3oard of Commerce, 
four years ago, after 


having been a member 
for 20 years. He was 
a director of the Bank 
of Saginaw. 

Mrs. Huss, two 
daughter survive. 


sons and a 





HARVEY C. POND 


Harvey C. Pond, 47,  vice- 
president, Arrow-Hart & Hege- 
man Electric Co., Hartford, 
Conn., died recently of heart 


failure while on a business trip. | 
He started with the Arrow Elec- | 
tric Co. in 1909, subsequently 
became sales manager and was 
made general sales manager un- 
der the merger of that company 
and the Hart & Hegeman Mfg. 
Co. in 1929. Later he became 
a member of the board of di- 
and subsequently vice- 
president in charge of sales. 


rectors 


ROLAND BISHOP 


Roland Bishop, 63, owner and 
manager, Bishop Hardware Co., | 
Pikeville, Ky., died at his home 
in that town May 7 following a 
long illness. 


WILLIAM L. HAYS 


William L. Hays, 74, Colum- 
bia, Mo., hardware dealer, was 
found dead recently in his store, 
with a single barrel shot gun 
near his body. It is believed 
that Mr. Hays in a moment of 
despondency took his own life. | 
Mr. Hays had been a resident | 
of Columbia since 1910. 


GUSTAVUS A. THIBAUT 

Gustavus A. Thibaut, 66, Mar- 
ion, Chio, hardware dealer for 
nearly twenty years died in that 
following an illness of 
He was a mem- 


town 
several months. 


ness career in an Ann Arbor, | 


OBITUARY 


| 


} 


hard- | 


1891 | 
Mr. Huss joined the | 
Rule Co. as a 


Mr. Huss was active | 
and | 


ber of the hardware firm of Thi- | 


baut & Mautz Bros. 


L. B. TURNBULL 


L. B. Turnbull, 54, president, 
Sterling Hardware Co., Hazard, 
Ky., and member of the firm of 
Thompson-Sterling Co., 
ville, Ky., died recently. 


W. T. ROGERS 
W. T. Rogers, 82, formerly en- 
gaged in the hardware business 
at Jackson, Tenn., died recently 


haute | 46 years. He was a director of 








EDWARD MEYER 


Edward Meyer, 71, manager 
of the New York office of the 
Russell & Erwin division, The 
American Hardware Corp., New 
Britain, Conn., died recently. 





EDWARD MEYER 


He had been with the company 
for a period of 45 years and 
managed the New York office of 
the Russell & Erwin division for 
30 years. 

Mr. Meyer was well known to 
the trade and was well liked by 
his associates. Mrs. Meyer re- 
sides at 275 Clinton Ave., Brook- 
lyn, N. Y. 


ALBERT E. GILVERSON 


Albert E. Gilverson, former 
president and for more than 50 
years actively connected with 
the old firm of Rice, Lewis & 
Son, Ltd., Toronto, Ont., died 
May 4 at the age of 71. 


DANIEL C. BROWN 


Daniel C. Brown, 66, Mont- 
gomery, N. Y., hardware dealer, 
died recently. He founded a 
hardware business’ with his 
brother, the late Leonard Brown, 
which had been conducted for 


the National Bank of Montgom- 


| ery and a former assessor of the 


at his home in that town, follow- | 


ing a heart attack. 


N. J. NELSON 
N. J. Nelson, Dazey, N. D., 
hardware and implement dealer, 
died recently at the age of 62. 


’ ‘J. F. HAMMONTREE 


and 


village. 


JACOB E, MUSSER 
Jacob E. Musser, Swanson & 
Musser, Burley, Idaho, hardware 
implement firm, died re- 
cently following an illness of sev- 


| eral years. 


J. R. MONTGOMERY 


J. Ralph Montgomery, 46. 
Statesville, N. C., hardware sales- 


| man, died May 1 at a hospital 


| in that town. 


J. F. Hammontree, Greenback, | 


Tenn., hardware dealer, died May 
4 at his home in that town. 


| 
| 
| 


He was with the 
Lazenby - Montgomery Hardware 
Co. for a number of years, and 
later with the Hadley Hardware 
Co. 
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NEW JERSEY GROUP HAS | 


ASSUMED NEW NAME 


At the May 3 meeting of the 
New Jersey Retail Hardware As- 


sociation held at Kruegers Au- | 


ditortum Annex, 15 
Avenue, Newark, N. J., the as- 
sociation voted to 
name to Essex County Retail 
Hardware Association. Charles 
Prior was appointed to represent 


change its 


the association on the Local Re- 
tail Code Authority. A grievance 


Belmont | 


committee was appointed com- | 
prising Isadore Burstein, Jack 
Heller and Moses Prince. Dues 


have been reduced and all dues 
in arrears have been cancelled 
and marked off the books of the 


association. 


Robert Graves, General Elec- 
tric Co., Newark, N. J., spoke 
on the construction of appli- 


ances made by his organization. 
The meeting was conducted by 


President Jack Heller. 


NEW YORK RETAILERS 
WITHHOLD RECOGNITION 
OF CLERKS’ UNION 


Members of the Hardware & 


Supply Dealers 


Association of | 


Manhattan and Bronx Boroughs | 


meeting recently at the 
ville Chamber of Commerce, dis- 
cussed the Retail Hardware 
Clerks’ Union and decided not to 
confer with nor recognize that 
organization as none of the sales 
clerks employed by members of 
the association are members of 
the union. The association went 
on record as being opposed to 
imposition of a sales tax in New 
York City as proposed by Mayor 
La Guardia. 

A committee was appointed to 
confer with the locksmiths’ as- 
sociation in order to have a bet- 
ter understanding with the li- 
cense commissioner as to the in- 
terpretation of certain clauses in 
the city’s locksmith license law. 

President Jean W. Blair con- 
ducted the meeting. 


ORGILL BROS. & CO. 

ADD THREE SALESMEN 

Three hardware salesmen were 
recently added to the staff of Or- 


gill Bros. & Co., Memphis, Tenn., | 


wholesale hardware distributors. 
R. S. Sanford, for years in the 
hardware business in Searcy, 
Ark., has a territory including 
all of White County, Ark. 
Horace Turner, Philadelphia, 
Miss., making his headquarters 
in that town, has joined the com- 
pany. 

J. Jj. Griffin has joined the 
sales organization. He was for- 


York- | 





merly a salesman for Stauffer- | 
Eshlemann & Co., New Orleans, | companies requested permission 


La. 
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HARDWARE DISPLAYS MAKE THE NEWS REELS 





The window display of 
Railey-Milam, Miami, Fla., 
attracts so much attention 


that the Paramount News 
camera man recorded it 


presentation in the 
reels of their 
theatres. 


for 
news 


Robert Gatliff, whose window 
displays for the hardware firm 
of Railey-Milam, Inc., Miami, 
Fla., frequently appear in Harp- 


warE Ace, has made the “big 
time” news reels recently. His 
window display. shown above, 


attracted so much attention that 
one of the major moving picture 


to photograph it. Hats made of 


screen wire, pots, pans, etc., dec- 
orated with fishing tackle, knives, 


forks, spoons, and other hard- 
ware items, made up the dis- 
pl ly. 


The five girl models wearing 
the hardware finery spoke over 
the sound apparatus, 
such comments as: “This whole 
for an 


voicing 


ensemble is designed 
afternoon tea in the Everglades. 





from 
tin 


Fashioned entirely screen, 
copper and foil. 
Mosquito, you haven't a chance.” 


mesh 
Each girl had a line to speak 
over the microphone. We are in- 
formed that the Paramount thea- 
this 
part of their news service. 

The three photographs at the 
taken at the 
the actual recording. 


ters presented feature as 


top were time of 
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ISSUES RULINGS TO CLARIFY RETAIL CODE 
PROVISIONS ON ADVERTISING AND SELLING 


(From Our Washington Bureau) 


The National Recovery Admin- 
istration has sent to the national 
code authority for the retail 
trade three rulings which are de- 
signed further to clarify that pro- 
vision of the retail code entitled 


“Advertising and Selling Meth- | 
One deals with the prac- | 
tice of some merchants of adver- | 


ods.” 


tising that goods may be pur- 
chased without the buyer making 
a “down payment,” when, in fact, 


the NRA statement said, such | 


paymént is made but is dis- 
guised as a deposit or service 
charge. The second deals with 
the practice of advertising goods 
as sold “direct from the manu- 
facturer to the consumer,” the 
intent, in some cases, being to 
cause the public to believe the 
merchandise can be sold for less 
than that merchandise which fol- 
lows the usual channels of dis- 
tribution. The third ruling re- 
lates to the custom of a few mer- 
chants to .advertise “Removal 
Sales,” or “Bankrupt Sales,” 
when, in fact, the merchant does 
not intend to 
bankrupt. 

The interpretations of the code 
provision governing the cases 
which were made, and which 
were asked for by the code au- 
thority, were recommended for 
approval by Assistant Deputy 
Administrator Kenneth Dameron 
and approved by Divisional Ad- 
ministrator H. O. King. 

In the case of merchants ad- 
vertising “No Down Payments,” 
the following ruling was made: 

“It shall be considered an un- 
fair trade practice for any re- 
tailer, subject to the provisions 
of this code, in any advertise- 
ment and/or other form or forms 
of selling publicity, to use the 


move and is not | 


phrase ‘no down payment,’ and/or 
other phrase of similar or or like 
meaning, unless each item of 
merchandise in the entire stock 
or class of merchandise offered 
for sale, to which the said adver- 
tisement and/or publicity is di- 
rected, may be purchased without 
any form of initial payment what- 
soever, in every case, whether 
such payment be termed a ‘de- 
| posit,’ a ‘down payment,’ or an 
‘interest charge, a ‘delivery 
charge, a ‘cost of delivery’ ar- 
rangement and ‘advance on the 
first payment’ scheme, an ar- 
rangement whereby the purchas- 
er is obliged to open an account 
and pay a fee or charge for such 
| service, or any other form of 
initial payment on or before the 
date of delivery.” 

It was added that 
retailer desires to limit such 
terms to any specific article, 
“such limitation must be set forth 
in a manner to clearly segregate 
and identify the items of mer- 
chandise so advertised.” 

Regarding the inclusion in ad- 
vertisements of such announce- 
| ments as “factory to you,” “di- 


when the 





rect to you,” or “buy from the | 


wholesaler,” the ruling was that 
it is not permissible unless it is 
clearly indicated that the state- 
ment is intended to apply to all 
the goods referred to in the ad- 
vertisement, either by text or 
illustration, or to the merchan- 
dise described in a segregated 
part of the advertisement. 

The use of such statements as 


“removal sale” in an advertise- 
ment was ruled to be a violation 
of the code unless they apply to 
all merchandise in the advertise- 
ment or a segregated section of 
the advertisement. 








SPRAY PAINTING AND 
FINISHING EQUIPMENT 
CODE IS APPROVED 
(From Our Washington Bureau) 

The spray painting and finishing 
equipment code sets an 8-hr. day 
and a 40-hr. week with the excep- 
tion of employees engaged in 
emergency maintenance or repair 
work, but to provide for seasonal 
demands a tolerance is permitted 
for six weeks in any 26-week 
period. However, time and one- 
half must be paid for all over- 
time. Minimum hourly wages are 
fixed at 40c. for males and 35c. 
for females. It is estimated that 
during its peak in 1929 the in- 
dustry employed 1100 persons. 
This dropped to approximately 


500 in 1933. Under the wage 
rates established, the industry 
wages will be returned to 


AS 


approximately the 1929 levels. 
In approving the code, General 


“save one half,” or “fire sale,” or | 


Johnson suspended operation of | 
| 


| the waiting period between the 
| filing and effective date of price 
lists. 





CROWN MAKING TRADE 
AUTHORITY RECOGNIZED 
The National Recovery <Ad- 
ministration formally announced 
recognition of the code author- 
ity for the crown 
ing industry on May 13. 


manufactur- | 


The following are members of | 


the code authority: Dwight 
Armstrong, vice-president, Arm- 
strong Cork Co., Lancaster, Pa.; 
F. E. Fusting, vice-president, 
Crown Cork & Seal Co., Balti- 
more, Md.; David Sutherland, 
Sr., president, Consolidated Cork 


Co., Brooklyn, N. Y.; L. D. Co- 





burn, vice-president, Atlas Tack 
Corp., Fairhaven, Mass., and 
L. M. McAuliffe, vice-president, 
Mundet Cork Corp., Brooklyn, 
RK. 2. 


TRIGG ADDRESSES 

N. Y. PAINT ASS’N 
Ernest T. Trigg, Washington, 
D. C., president, National Paint, 
Varnish and Lacquer Associa- 
tion and chairman of the Paint 
Industries Recovery Board, ad- 
dressed the May 10 meeting of 
the New York Paint, Varnish 
and Lacquer Association held at 





E. T. TRIGG 


the Hotel Biltmore. Holding that 
the code is what members of the 
industry have been asking for 
for years Mr. Trigg pointed out 
that the provisions of the code 
are those elected by the indus- 
try. Mr. Trigg called attention 
to the fact that 12 different ver- 
sions of the code were written 


before the final one was _ ac- 
cepted. 

President Ralph H. Everett 
conducted the meeting which 


was attended by more than 100 
members and guests. Mr. Everett 
d4nnounced the 
association of reviving the annual 
outing. Reports were submitted 


by the trade sales committee, | 


code advisory committee,  in- 
dustrial sales group, treasurer, 
secretary and membership com- 
mittee. 

James S. Wolf was elected 
president. Mr. Everett is vice- 
president, Ira A. Harap is sec- 
retary and H. E. Hendrickson is 
treasurer. 


SULTAN BROS. TO MANL- 
FACTURE SPECIALTIES 


Sultan Bros., Inc., 5721 18th 
Ave., Brooklyn, N. Y., formerly 
manufacturers of glass knobs, 
and suppliers of builders’ hard- 
ware have announced that they 
will ‘change to the manufacture 
of hardware specialties and the 
jobbing of hardware housefur- 
nishings, giving up the retail 
business. 


intention of the | 


Cc. M. LUTHY NOW WITH 
CLEVELAND CHAIN CO 


Charles M. Luthy has joined 
The Cleveland Chain & Mfg. Co., 





CHARLES M. LUTHY 
Cleveland, Ohio, as a member of 
the sales department. He was 
formerly general sales manager 
of The Chain Products Co., 
Cleveland. 


FRANK WEILER JOINS 

MILLER DOLL DIVISION 

L. L. Cocke, manager of the 
| doll division of the Miller Rub- 
ber Products Co., Inc., Akron, 
Ohio, has announced appoint- 
ment of Frank Weiler as West- 





FRANK WEILER 
| ern doll representative with 
headquarters in San Francisco. 
A native of Germany he came to 
this country in 1912 and started 
selling in a general store in 
Martinez, Calif. He joined the 
Baer Notion & Toy Co. in 1914, 
becoming buyer and later gen- 
eral sales manager of that con- 
cern. In 1928 he went with 
Schwabacher-Frey Co., San Fran- 
cisco, as chief toy salesman. He 
entered business as an importer 
in 1931 and continued in that 
activity until joining the Miller 
organization. 
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BROOKLYN ASSN. MET 

WITH OTTO HERRMANN 

Otto Herrmann, Inc., 6729 
Myrtle Avenue, Glendale, N. Y., 
was host to fellow members of 
the Brooklyn Hardware Assn., 


at that organization’s regular 
monthly meeting on the evening 
of May 10. 


President H. A. Cornell could 
not be present, and R. J. Atkin- 
son presided as temporary chair- 
man. 

The meeting was attended by 
about 70 members and guests, 
and the municipal locksmiths’ 
ordinance, the retail clerks’ 
union, and the State sales tax, 
were the principal subjects dis- 
cussed. 

Following the meeting, a de- 
licious’ buffet style, “Dutch” 
lunch was served by the host. 


CARNEY ADDRESSES 
ILLINOIS MEETINGS 


A series of 10 group meet- 
ings of the Illinois Retail Hard- 
ware Association started at Elgin 
May 14 and will be finished at 
Paxton on May 25. The sched- 
ule included, in addition, meet- 
ings at Dixon, Streator, Gales- 
burg, Lincoln, Quincy, Edwards- 
ville, Benton and Charleston. 
Ralph W. Carney, sales manager, 
Carney Lamp & Stove Co., 
Wichita, Kan. is giving a 
dramatized sales lesson, similar 
to that given at many of the state 
hardware conventions. 

Paul M. Mulliken, managing 
director, Illinois Association, dis- 
“Code and 
Answers.” 


cussed Questions 


RADIO WHOLESALERS 
TO MEET JUNE 12-13 


Discussion of the Supplement- 
ary Code of Fair Trade Practice 
for the radio wholesaling trade 
and the appointment of a 
permanent divisional Code Au- 
thority will feature the eighth 
annual convention of the Radio 
Wholesalers Association to be 
held at the Stevens Hotel, Chi- 
cago, June 12 and 13. The 
spring convention of the radio 
manufacturers begins the morn- 
ing of June 12. The opening 
session will be a joint meeting 
of both associations. Tuesday 
afternoon will be devoted to 
group conferences and commit- 
tee meetings. General sessions 
on Wednesday will be open to 
all wholesalers of radio when a 
complete discussion will be held 
on the provisions of the Radio 
Wholesaling Code. 


CORDAGE INSTITUTE 

MOVES ITS OFFICES 
The Cordage Institute and 
Cordage and Twine Code Au- 
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thority have moved their offices | 


to The Borden Bldg., 350 Madi- 
son Avenue, New York City. 


The offices are located in Room | 


2303. 


ROBINSON SALES MGR. 
FOR U. S. STAMPING 


Earl M. Robinson, who has 
had charge of the New York City 
office of the United States Stamp- 
ing Co., will return to the home 
office and factory at Moundsville, 
W. Va., July 1, to assume his 





former position as sales manager. 


Mr. Robinson, who has _ been 
identified with the company for a 
number of years, has been lo- 
cated in New York temporarily 
for the past year. 

Charles W. Sladek, for the past 
15 years selling the house furnish- 
ing trade in New York City and 
vicinity for the Aluminum Goods 
Mfg. Co., Manitowoc, Wis.. will 
join the United States Stamping 
Co. July 1. Mr. Sladek will 
make his headquarters at the 
office in the Fifth 
Room 1053. 


company’s 
Avenue Building, 


New York City. 


LOS ANGELES GROUP 
HAS CODE DISCUSSION 


At a recent meeting of the Los 
Angeles Pot and Kettle Club 
| held at the Clark Hotel, G. A. 
Hallenscheid, chairman for the 
day, called on club members for 
their views on results of the 
NRA. He closed the discussion 
with a talk on the NRA and 
| various codes. 
| Art Wheeler was appointed 

chairman of the dance commit- 

tee succeeding G. A. Hallen- 
| scheid. President George P. 
Wilcox presided at the meeting. 








Brief Items 


of Interest to Hardware Men 





Clarence Maricle, has opened 
a hardware store in the old Mir- 


ror Bldg., Wells, Minn. 





Cliff Bohmbach has closed out 
his stock of hardware at 425 E. 
Hennepin Avenue, Minneapolis, 
Minn. 


Alonzo T. Rennpage, Dent, 
Minn., has purchased the Hewitt 
Hardware Co., Hewitt, Minn., 
from Mrs. Alice M. Smith. 


Rudolph Erickson and W. A. 
Wolfe will operate a hardware 
business in the Greengard Bldg., 
International Falls, Minn. 


The Huntington Hardware 
store in Paynesville, Minn., re- 
cently moved part of its stock to 
the building adjoining its store. 


The J. C. Nitsch hardware 
business in Oberlin, Neb., was 
recently purchased by the How- 
ard Bros. R. S. Howard will 
manage the store. 


The Cockrell Hardware store 
in Henning, Minn., formerly op- 
erated by Ralph L. Cockrell, has 
been purchased by his father, 
W. D. Cockrell. 





Merril Feigal has purchased 
the interest of his partner, John 
H. Stucky, with whom he for- 
merly operated a hardware store 
at Pine Island, Minn. 


John I. Rovig, Mandan, N. D., 
past president of the North Da- 
kota association, has retired from 
the hardware business. He is 
now operating a gasoline station. 





C. G. Simpson has purchased 
the Wilhelm & Donkle hardware 


| 1915, 
| ship, the 





store in Madison, Wis., and will 
operate the business as the Simp- | 
son Hardware Co. 


The business of the Beck & 
Benedict Hardware Co., Waynes- 
Pa., a corporation since 
will continue as a partner- 
corporation having 
dissolved. 


boro, 


been 


The Phoenix 
Trading Co., Phoenix, Ariz., re- 
cently moved from 220 E. Wash- 
ington Street to larger quarters 
at Second and Washington 
Streets. 


Walter V. Lundy and William 
Clodgo, formerly of Craig & Co., 
have opened a hardware and 
paint store at 126 Barrett Street, 
Schenectady, N. Y. The firm 
will operate as Lundy & Clodgo. 


The Beck & Benedict Hard- 
ware Co., Waynesboro, Pa., in- 
corporated since 1915, has elect- 
ed to dissolve for the purpose 
of continuing the business as a 
partnership. 


The Boston Hardware 
Wallpaper store, with headquar- 
ters at 44-46 N. Wyoming Street, 
Hazleton, Pa., recently reopened 


Theatre Building in West Hazle- 
ton. 


Dissolution of the 
nessy-Hobbes Hardware 
Utica, N. Y., was recently an- 
nounced. 
continued at Genesee and Lib- 
erty Streets by Edward W. 
Hobbes, Walter J. Shaughnessy 
having retired from the firm. 


Shaugh- 


John Smith has retired as 
president of the Dolgeville Hard- 
ware Co., Dolgeville, N. Y., after 
20 years. His sons, Courtney J. 
and Glenn, are president and 
treasurer respectively. Beulah 
Smith Jennings is secretary. 


| at Eureka, Kan. 


| 


|; new 


Hardware & | 


and | 


Co., | 


The business will be | 


Charles Reno has purchased 
the Harold Cone Hardware store 
Mr. Reno, who 
operates a hardware business in 
Hamilton, Kan., is operating his 
store as the Reno Hard- 
ware. His son, Roland, is in 
charge of the Eureka store. 





H. A. Dunning, Westerly, 
R. I., who retired from the 
hardware business several years 
ago, after 25 years of activity has 
leased a store at 26 Main Street, 
and will open as the Dunning 
Hardware Store. 


Ernest H. Fabritz, president, 
Fabritz Hardware Stores, Inc., 
Ottumwa, Iowa, has announced 
that his organization has _pur- 
chased the McCarroll Bros. 
Hardware Store at 317 E. Main 


Street. With acquisition of the 
McCarroll business the Fabritz 
Hardware Stores, Inc., is now 


operating four stores. 


C. Myer Fairchild has pur- 
chased the William M. Spauld- 
ing Co. store in Towanda, Pa. 
Francis Johnson is associated 


é : | with him,.the store being op- 
its branch store in the Hersker | ted 


erated as Fairchild & Johnson. 
Both Messrs Fairchild and John- 
son got their early experience in 
the hardware business in the 
store they now operate. 


A. C. Stice is managing The 
Ozark Hardware store, Ozark, 
Mo., for C. C. Dowler, Birch 


Tree, Mo., proprietor of Birch 
Tree Hardware Co. Originally 
known as The Ozark Hardware 
Store the business was moved to 
a new location recently by Mr. 
Stice, who changed the name to 
Stice Hardware. When Mr. 
Dowler acquired the business 
from Mr. Stice the name was 
changed back to The Ozark 


| Hardware. 
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DRESCHER, SALES MGR. 
AMER. ASPHALT PAINT 


Norman W. Drescher has been 
appointed general sales manager 


for the American Asphalt Paint 
Co. of Chicago. In his new post 


he 
the 


will direct sales policies for 
parent company and its sub- 





NORMAN W. DRESCHER 


sidiaries, The Chi-Namel Co., 
Cleveland, Ohio, and Water Proof 
Paint & Varnish Co., Watertown, 
Mass. Mr. Drescher recently re- 
signed as vice-president in charge 
of sales and advertising for Val- 
entine & Co., New York City. 

In announcing the appointment, 
Grover M. Hermann, president, 
American Asphalt Paint Co., 
stated that it was the first step in 
an expansion program 


APPROVE COMPACT OF 
FAIR COMPETITION FOR 
PRISON INDUSTRIES 


Hours of work of prison in- 
mates engaged in prison industry 


are limited to 40 per week under | 


a Compact of Fair Competition 
for the Prison Industries of the 
United States, approval of which 
by President Roosevelt was an- 


nounced recently 


by the NRA. | 


Governors or prison executives of | 


28 States have signed the com- 
pact and more are expected to do 
The purpose is to establish 
and maintain fair competition be- 
tween products of private domes- 
tic industry and those of prison 
industry. 


so. 


are three members of 


the Prison Labor Authority, rep- 


There 


resenting labor, industry and con 
sumers: Thomas A. Rickert, New 
York, president, United Garment 
Workers; Sam. A. Lewisohn, 
New York, vice-president, Miami 
Copper Co., and Thorsten Sellin, 
Professor of Sociology, University 
of Pennsylvania. 

The compact limits the hours 
of labor in prison industries to 
not more than those prescribed in 
the applicable code of each par- 
ticular industry. It provides that 
in any inmate 


no case shall be 
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} persons 


required or permitted to work 
more than 40 hours in any one 
It prohibits employment 
of persons under 16 years of age 
prison industry and of 
under 18 at operations 


week. 


in any 


| 


or occupations hazardous in na- | 


ture or dangerous to health. 
Under provisions of the com- 
pact prison products shall be sold 


He succeeds Dr. Walter S. 
Eddy, who resigned as a member 
of the retail economics board. 


JOSEPH RENKEL FORMS 
HIS OWN ORGANIZATION 

Joseph Renkel, formerly vice- 
president, secretary and director 
of Chas. Cordts & Co., Inc., New 


at prices not lower than the fair | York City, is president of Joseph 


current prices prevailing in the 


market in which the product is | 


customarily sold. The compact 
provides that where contracts for 
the labor of prisoners are made 
they must insure a return from 
the contractor of an amount equal 
in value to the cost per unit of 
product for labor and overhead 
necessarily paid in competing do- 
mestic industry on the compar- 
ble product. 

A Prison Authority 
has been created of 
nine members, six of whom shall 
be elected annually by represen- 
tatives of the signatory States and 


Compact 
consisting 


three to be appointed by the 
President. 
The 28 States which are al 


ready signatories are: Alabama, 


Connecticut, Delaware, Georgia. 


Illinois, Indiana, Kentucky, Lou- | 


isiana, Maine, Maryland, Massa- 
chusetts, Michigan, Minnesota, 
Missouri, Nebraska, New Hamp- 
shire, New York, N. Dakota, Ok- 
lahoma, Pennsylvania, Rhode 
Island, S. Carolina, S. Dakota, 
Tennessee, Vermont, W. Virginia, 
Wisconsin and Wyoming. 


A. D. WHITESIDE NAMED 
ON ECONOMICS BOARD 
(From Our Washington Bureau) 

National Recovery Administra- 
tor Hugh S. Johnson has an- 
nounced the appointment of A. 





A. D. WHITESIDE 


D. Whiteside, president, Dunn &. 
Bradstreet, New York City, as a 
member of the National Retail 
Trade Economics Board. Mr. 
Whiteside recently resigned as a 
division administrator of the 
NRA, with he had been 


associated since its origin. 


which 


Renkel, 149 E. 53rd St., 


Inc., 





RENKEL 


JOSEPH 


New York City. The 
organization is handling furni- 
ture and upholstery hardware, 
drapery hardware, tools and of- 
fers specialty service lines to 
practically all trades. 

Mr. Renkel first entered the 
hardware business in 1895, with 
the firm of Hammacher, Schlem- 
mer & Co., remaining with that 
company until 1901, when he 
went with W. F. Gade, with 
whom he stayed until Mr. Gade 
retired from the hardware trade 
in 1903. Mr. Renkel then _be- 
came affliated with Chas. Cordts 
& Co., Inc. 





TEXAS WHOLESALERS TO 
MEET JUNE 15 AND 16 


Oscar J. Koepke, Corpus 
Christi Hardware Co., Corpus 
Christi, Tex., secretary and trea- 
surer of the Texas Wholesale 
Hardware Association has an- 
nounced that the annual meeting 
of the organization will be held 
Sessions will 
Saturday, 


in Galveston, Tex. 
be held Friday and 
June 15 and 16. 


SEGAL LOCK & HDW. CO. 
HAS ANNUAL MEETING 
At the recent annual meeting 

of the stockholders of the Segal 

Lock & Hardware Co., Inc., New 


York City, the following direc- 
tors were reelected: Louis Segal, 


John Auchincloss, Charles Levy, 
Major Walter E. Corwin, Hyman 
R. Segal and Donald B. Sexton. 


| Sidney Kuttin was elected a new 


At the 
Segal 


board. 
Louis 


of the 
meeting 


member 
directors 


| was reelected president and trea- 


Renkel | 


surer; Edward Segal, who had 
been secretary was elected vice- 
president and Mr. Kuttin was 
elected secretary. 

The consolidated report for 


| Segal Lock & Hardware Co., Inc. 


ind its subsidiaries, Segal Safety 
Razor Corp. and Norwalk Lock 
Co., for 1933 shows a profit of 


| $5,686, before depreciation and 


non-recurring expenses. After de- 
ducting $60,998, for depreciation 
and $9,814 for plant removal 
there is a net deficit of $65,126, 
which compares with a net defi- 
cit of $115,366 for 1932. The 
razor and blade division proved 
the most profitable of the com- 
pany’s activities, making an esti- 
mated operating profit of $25,262 
for the year. 





LADNER PROMOTED 
HARDWARE MUTUAL FIRE 
INSURANCE CO. OF MINN. 


At the recent annual meeting 
the Hardware Mutual Fire 
Insurance Co. of Minnesota, 
C. F. Ladner Hardware Co., St. 
Cloud, Minn.. who has been 
president of the company since 
1902, chairman of 
the board. R. J. Grant was 
elected president; A. Marckel 
ond A. H. Cheese, vice-presidents 
and J. E. Hanson, secret iry-trea- 
Mr. Grant has been with 
1920 as 
maniger 
vice- 


was elected 


surer. 
the company 
branch manager, sales 
and the last year 
president and general manager. 
The new board of directors in- 
cludes: Mr. Ladner, Mr. Grant; 
Elmore Houtaling, Fairmont; 
Mr. Marckel; O. V. Hanson, Ro- 
chester; J. A. Monson, Braham; 
William Ryan, Little Falls; N. E. 


since 


during 


BY | 





Cc. F. LADNER 


Given, Bemidji, vice-president, 
N.R.H.A.; H. W. Addison, Mar- 
shall; John Griebler, Alexandria 
and S. E. Hunt, Red Lake Falls. 
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Letters to | us 


A Policy Statement on T.V.A. from Mr. Morgan 


KNOXVILLE, TENN.—We have dis- 
cussed the possibility of encouraging a 
cooperative of independent retail mer- 
chants by which they could unite in set- 
ting up a consulting service in account- 
ing, store management, purchasing, et 
cetera. It is possible that by such means 
small independent merchants might get 
some of the administrative advantages 
of chain stores, and be better able to 
survive. 

I have frequently referred to the fact 
that in most small towns there is a great 
oversupply of small merchants, a large 
part of whom are barely keeping going, 
and are preventing reasonable income 
on reasonable service for any one of 
them. It is not uncommon for a farmer 
who wants to retire to buy a $1,000 
stock and start a store. Usually he 
loses, and the community loses, too. 

We are inclined to look favorably up- 
on cooperatives in the rural districts 
and have encouraged a seed _ potato 
growers’ cooperative in a region in the 
higher mountains where seed potatoes 
can be grown. In that vicinity, during 
the past winter a great many of the 
families were on public relief. They 
need a little help in getting on their 
feet. We are similarly encouraging 
dairy cooperatives, egg producers’ and 
canners’ cooperatives, chiefly for home 
consumption in a region where both 
production and consumption are very 
low indeed. It is quite possible that 
some of these cooperatives will be also 
consumers’ cooperatives, for purchasing 
their major needs. 

In regions where the total income per 
farm per year ranges from $50.00 to 
$250.00, the problem is to increase the 
total level of production and consump- 
tion. A century of existing methods has 
not lifted such areas above great pov- 
erty. The people are eager to get off 
public relief and to do for themselves. 
We are inclined to help them to work 
out their own salvation. 

In the construction town of Norris, at 
the Norris Dam, we plan to have the 
community operate its own store, rather 
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than open the way for a horde of small 
merchants to rush in with the hope of 
survival, but that is a special case. 

I hope this will to some extent ex- 
plain the position of the Authority with 
reference to retail business. 

ARTHUR E. Morcan, 
Chairman of the Board, 
Tennessee Valley Authority. 


(Contradictory statements regarding 
T.V.A. and its cooperative efforts have 


the Editor 


appeared in several publications. This 
is particularly true of the persistent re- 
port that T.V.A. would enter the manu- 
facturing or distribution field in com- 
petition with private business. As 
reported in Harpware Ace, Feb. 15, 
1934, page 78, the charter of this public 
works body permits such activity but 
there is no immediate intention of such 
a program. As the rumors to the con- 
trary persisted, Harpware AGE asked 
Chairman Morgan to state the policy of 
T.V.A. which he does clearly in this 
letter —Ed. ) 





NRA Sentiment Changed 


SHELBOURNE Fatis, Mass.—March 
29th issue of HARDWARE AGE reads as 
though it had become the official organ 
of the NRA, President Roosevelt and 
all the beautiful dreams and theories of 
life by a chart and budget system. 

And it occurred to me you might like 
to have the blunt comment of one lay- 
man who nevertheless is somewhat of 
an interested party to what is going on 
in the country. 

So far as I can see and learn the 
bulk of businessmen have now gone 
through the enthusiastic spellbinding of 
the original NRA idea and are emerg- 
ing in a state of complete apathy, nat- 
ural indifference or thorough disgust. 

What crimes are being committed in 
the name of “emergency” only history 
will properly catalog. But how any 
sane man can review the campaign 
statements, promises and pledges of the 
President in comparison with the acts 
and contrary policies, is more than | 
can fathom. 

In any event, I merely want you to 
know that sentiment in this locality has 
changed tremendously within the past 
couple of months and we, for one, hope 
the days of NRA, General Johnson, 
*Air-Mail” Farley and a few others are 
definitely numbered. 

J. B. Parsons, 
President, 
Mayhew Steel Products, Inc. 


(Harpware AGE is entirely inde 
pendent of any and all special interest 
affiliations—commercial, political, fra- 
ternal, etc., is not the organ of any 
group, nor unwilling to publish both 
sides of any question of trade interest. 
NRA and related code activities have 
been published, promptly, impartially 
and completely in HarpWArE AGE as a 
matter of trade news. Nothing in our 
country’s history has been more im- 
portant, more serious nor more inter- 
esting to all business men than the ex- 
periments and efforts of NRA which has 
been vital business news since its in- 


ception.—Ed. ) 


A First Class Paper 
PHILADELPHIA — Beginning June 1. 
kindly send my copy of Harpware Act 
to 312 East 17th St., North Wildwood, 
N. J. 

I thoroughly enjoy every copy and 
feel that it is certainly a first class trade 
paper in every respect. 

Rosert peCoux. 
Bethlehem Steel Co. 
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Oppose Excessive Resale Prices 


St. JosepH, Mo.—We believe we are 
uttering a universal protest on the part 
of the retail hardware men, in re: the 
practice on the part of the manufac- 
turer and jobber of putting a resale 
price on merchandise, regardless of 
overhead and local conditions, as well 
as demands. It is an uncalled for at- 
tempt to supervise and regulate selling 
conditions which should be resented by 
every retail hardware man in the coun- 
try. 

We wish to cite two instances: the 
first was the resale price on an article 
which cost 50c. per dozen plus freight, 
the resale price fixed by jobber 5c. 
each. The merchant would probably 
sell a dozen of these items in a year’s 
time. Another jobber pricing paint at 
$1.55 per gallon, plus freight, fixing re- 
tail price at $1.80 per gallon. We could 
cite hundreds of other instances of the 
same kind. 

These manufacturers and jobbers 
have no idea of freight charges which 
on the bulk of merchandise will run 
fully 10 per cent, nor the other over- 
head charges such as rent, taxes, light, 


heat, sales tax, advertising and the 
dozen of other items which have to be 
met before there is any profit to the re- 
tailer. Perhaps the offenders are under 
the impression that they embody all the 
wisdom to conduct a retail store in 
competition with other retailers, and we 
deem it an uncalled for presumption of 
supervising somebody else’s business. 
We apprehend that the argument will 
be made that the larger volume will pro- 
duce proper returns and that the re- 
tailer can fix his own price. What we 
object to is the printed prices on this 
merchandise. 

FREDERICK NEupoRFF, 

Neudorff Hardware Co. 


(The objective of all resale price 
efforts is to curb predatory price cutting 
that legitimate independent retail mer- 
chants may do business at a profit. If, 
in the reform process, abuses creep in 
these must be corrected or the public 
will revolt and refuse to buy. At that 
it seems like a good step in the right 
direction —Ed.) 





Additional Hardships Imposed on 
Dealers by Manufacturers Who 
Change Discount Terms 


A letter from 
I. Biltchik, Jr.. Manager 
Bronx Hardware & Supply Co., New York City. 


We people in the hardware business 
have been so busy trying to keep our 
heads above water lately, so intent upon 
keeping up sales volume, paying our 
bills and heing good citizens; so intent 
upon helping the country pull itself out 
of the Depression, that we have permit- 
ted ourselves to be imposed upon in a 
great many ways, without raising our 
hands or our voices in self-defense. 

This letter is being written particular- 
ly regarding the method used by some 
manufacturers to impose additional 
hardship upon their customers. I am 
referring to the change in discount 
terms which a great many manufactur- 
ers have established under the guise of 
being part of the NRA code in their 
industry. 

For as long as we can remember, and 
we have been in business for over 25 
years, the standard discount terms in 
the hardware business, almost without 
exception, has been 2 per cent if in- 
voices were paid on or before the tenth 
of the following month, otherwise, they 
were to be paid at the end of the month 
on a net basis. 
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We and thousands of hardware men 
in this country have faithfully abided by 
these terms in times of stress and bad 
times, and the discount that we have 
been able to take by dint of careful 
paying and good financing has very 
often represented the entire profit for 
the year. 

Now suddenly, when we are just be- 
ginning to get a little breathing spell, 
the manufacturer clamps down terms 
something as follows: (I am reading 
from a letter sent to us by a very well 


known small tool manufacturer). “To. 


be entitled to our 2 per cent cash dis- 
count, all invoices dated from the first 
to the fifteenth of the month must be 
paid not later than the 25th of the 
month; likewise, invoices dated from 
the 16th of the month to the 31st must 
be paid not later than the 10th of the 
month.” 

These terms are distinctly unfair and 
uneconomic. To begin with, they prac- 
tically prevent the possibility of the 
average hardware man to take advan- 
tage of his discount because: 


1. It requires two times as much 
bookkeeping; that is, checks must be 
paid twice as often as previously and 
with the present equipment and man- 
power, the hardware man is not in a 
position to do the bookkeeping, nor has 
he the time for it. 

2. On the basis of the present tax on 
checks, which exists in many cities, it 
creates an additional unnecessary ex- 
pense. 

3. Because of the present indifferent 
turnover on stock, it makes it necessary 
to buy much less merchandise than pre- 
viously in order to enable him to try 
to discount bills or else sacrifice any 
attempts at discount with the possible 
effect of changing him from a prompt 
paying account to a very indifferent one. 
By that I mean that once the lure of the 
cash discount is taken away from the 
hardware man, and he does not find he 
is able to pay in a discount period, he 
will very likely decide to become a 60 
or 90 day account. 

If that happens, not only will he be 
injured, but so will the manufacturer. 

Finally, since the surest means of in- 
creasing business, and bringing pros- 
perity to the country is the more rapid 
turnover of money, I can see no valid, 
economic justification for the manufac- 
turer attempting to slow down this 
movement by such uneconomic, unjust 
discount terms upon the suffering hard- 
ware man. 

This letter has turned out to be so 
long, that I am refraining from dis- 
cussing in it the sudden change which 
some manufacturers have made from 2 
per cent cash discount to 4% of 1 per 
cent. I believe that every remark I 
have made about the change in one dis- 
count, applies also to the change in the 
other. 

Naturally, this letter, strong as it may 
sound, will be of absolutely no use in 
itself. It is simply one voice in the 
wilderness, but if with the prestige of 
HarpwarRE AGE, we can unite in a 
strong protest against these unfair 
methods, which are making it harder 
and harder for us to exist, we can dem- 
onstrate to the manufacturer that he 
cannot take advantage of the retailer 
under the guise of the code or any other 
weak excuse. 

We can insist upon the manufacturer 
keeping to the old established and 
economically sound terms of payment 
which have worked out so well in the 
past; then, we will have accomplished 
some material good for the hardware 
retailers. 

I ask you as a representative of the 
hardware dealers of America, to or- 
ganize a nation: wide protest against 
these unjust terms and insist that your 
protests continue-until we are again on 


the old basis.. 


HARDWARE AGE 
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trouble it can make when it’s of poor 
quality. Bolts with threads that become easily 
damaged when nuts are applied, or that strip, 
have cost a lot of money and ruined many a 
disposition. 

‘You don’t have these or any other troubles 
with Bethlehem Bolts. That’s why I sell them. 
Look at this bolt, for instance. Here’s a bolt 
you can depend on. Notice how well it’s 
formed. See these clean threads—they’re ac- 
curate, and strong, too. There’s no mismating 
with nut threads when you use these bolts. 

“Another thing I like about Bethlehem 
Bolts, they’re made of good, strong steel and 
won't stretch when you draw a nut up tight. 
Bethlehem Bolts are quality bolts, through 
and through—you can be sure of that. 

‘They're always packed in strong, neat con- 
tainers that protect them against rust and dirt 
and insure when you're ready to use them 
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they ll be in good condition. That's one more 
reason why I like to handle Bethlehem Bolts.’’ 


* * * * 


You can depend on Bethlehem Bolts. They're 
made in our big Lebanon, Pa., Plant, a com- 
plete, self-contained Bethlehem division de- 
voted entirely to the manufacture of bolts and 
nuts and similar products. Lebanon Plant is 
operated by experienced metallurgists and engi- 
neers who know bolt and nut making from 
A to Z. Every type and size of bolt you ever 
get a call for—and a wide range of special 
items, besides—are manufactured at Lebanon 
Plant. Your jobber can supply you. 


BETHLEHEM STEEL Company, Bethlehem, Pa. 


BETHLEHEM 
BOLTS*’* NUTS 






What's Ne 


for Retail 
Hardware Stores 


Osborn Mfg. Co. Issues 
No. 180 General Brush Catalog 


This 80-page brush catalog illustrates 
and describes the popular numbers in the 
Osborn line. Brushes are arranged and 
described to assist the customer in select- 
ing the correct type of brush to meet a 
specific requirement. There is a_two- 
page chart designed to help in the correct 
selection of wire wheel brushes. Other 
features of the catalog include a page of 
helpful suggestions on the proper care 
of paint and varnish brushes and an in- 
troduction containing interesting facts 
about many different brush materials. The 
Osborn Mfg. Co., 5401 Hamilton Avenue. 
Cleveland, Ohio. 


Shapleigh De Luxe 
Diamond Brand Jugs 

These jugs have orange crackled 
enamel cases with black line two-tone 
effect around neck, shoulders and_ base. 
Of attractive appearance and sturdy con- 





struction. The company has developed a 
jug assortment stand which may be placed 
in the corner of a show window or on the 
floor. Shapleigh Hardware Co., Fourth 
Street and Washington Avenue, St. Louis, 


Mo. 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 
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Hammond “Ant Gas” and 
New Display for Slug-Shot 


“Ant Gas” is an insecticide comprising a 
combination of liquid chemicals which 
when released form a gas heavier than 
air, quickly penetrating the galleries of an 
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ant-hill, exterminating entire colonies. It 
is equally effective against ground moles 





and is non-poisonous and non-inflammable 
says the maker. Container is illustrated. 
Also illustrated is the counter carton for 


displaying Slug-Shot. This insecticide has 
been brought up to date in its chemical 
formula having been revised to include cer- 
tain non-poisonous but powerful ingredients 
not available in earlier days. Slug Shot is 
being advertised in farm and garden pa- 
pers as well as in garden departments of 
Sunday newspapers. Hemmond Paint & 
Chemical Co., Beacon, N. Y. 


Animal Trap Co. Carton 
For Steel Traps 

Sturdy cartons like that illustrated are 
used for packing steel traps offered by the 
Animal Trap Co. of America. These car- 
tons eliminate counting, packing and wrap- 
ping orders for steel traps. Cartons contain 


one dozen traps each and have been tested 





to prove their durability for shipping and 
storing the traps. Oneida Jump, Oneida 
Victor and Oneida Newhouse traps are 
packed in these cartons. Animal Trap Co. 
of America, Lititz, Pa. 





Burgess Giant °*8” 


Cell Flashlight No. 195 


selling price of $1.95 with Burgess flash- 
light batteries. Case constructed of heavy 
seamless brass tubing, heavily nickel plated 





This 2l-inch long flashlight throws a 
beam 2000 feet and has a suggested retail 


with three-position safety switch. Burgess 
Battery Co., Freeport, III. 
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No second operation! No waiting! 
“Light it and leave it!” .. . That 
and AUTOMATIC CARBURETOR 
CONTROL are knock-out features 
of the new 1934 Kitchenkooks.- 


HERE are other so-called “instant light- 
ing” gasoline pressure cook stoves, 
but none that lights so truly INSTANTLY 
— like a city gas stove — as does the new 
Kitchenkook. The Kitchenkook mecha- 
nism eliminates all uncertainty. No fuss- 
ing with a lot of lighting valves or 
carburetion adjustments! 

Housewives will welcome this revolu- 
tionary improvement as they have never 
hailed any other feature in the rapid 
progress of gasoline pressure stoves. A 
mere child can operate the Kitchenkook. 
And it is so safe that it is given the 
HIGHEST UNDERWRITERS’ RATING! The 
Kitchenkook simply CAN'T flood or get 
out of controll 

This is a Kitchenkook year! Kitchen- 
kooks are unquestionably the most effi- 
cient, most economical and smartest look- 
ing line of gasoline pressure stoves on 
the market. And that's the line to take on! 
Write for the complete story. American 
Gas Machine Company, Inc., Albert Lea. 
Minn. Branches: 360 Furman St., Brook- 
lyn, N. Y.: 4242 Hollis St., Oakland, Calif. 
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1.Not merely “instant lighting.” 
but AUTOMATIC CARBURETOR 


control. 


2. Positive, automatic protection 
against flooding. 


3. Absolute minimum of air taken 
from tank in lighting (about 2 
to 4 pounds). 


4.No waiting to shut off air... 
it's done automatically. 

5.No “timing” or guesswork re- 
quired in lighting. 


6. Perfect, clean starting flame 
every time — whether burner is 
hot. warm or cold. 


7.No skill or judgment required 
to operate stove. 


8. Burns with clear, blue flame. 





Six popular models—from De Luxe Console to small “‘open” 
type (a favorite for camps and small summer cottages) 





NOTE THESE AMAZING FEATURES! 


9. Hotter than city gas (by Univer- 
sity test). 


10. Fuel costs only $1.50 a month 
per-average family. 


— 
_ 


. Patented, large-size, heavy-duty 
Sta-Kleen generator — five times 
more resistant to carbon de- 
posits. Contains no coils or 
packing of any-kind to obstruct 
or hold impurities in gasoline. 
Quick-detachable. Spare gener- 
ator free. 


12. Everdur rust-proof fuel reservoir 
— guaranteed for life of stove. 


13.Ranges are exceptionally fine 
bakers, due to exclusive, scien- 
tific oven construction. 


14. 


> 


Unusually heavy, durable con- 
struction throughout. 
















KITCHENKOOK 


Kampkook Readykook Jiffykook 


Lamps Lanterns 


Oil-Burning Heaters 
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1934 ABC Washers 
ABC Model 56P, illustrated, has ABC 


Fingertip control, corrugated washing com- 
partment said to act like an old-fashioned 
washboard, automatic drain pump, rust- 
proofed tub cover, smooth non-porous 
porcelain tub finished in beige and warm 
gray and French type agitator which firmly 
but gently grips clothes giving an over and 








under “cushioned washing action.” Com- 
pact wringer operated by silent heavy 
gears. Model 56 is the same but without 
drain pump. Model 36 has ABC touch re- 
lease on wringer and similar styling to that 
of 56. Model 36P is the same as 36 but 
with automatic drain pump. Model 17P 
has ABC heavy duty wringer and is the 
lowest priced of the ABC line. Model 17 
is the same as 17P but without automatic 
drain pump. Model 75 Spinner unit is a 
complete unit that washes, rinses, blues 
and damp-dries. Equipped with automatic 
drain pump. Has solid one-piece porce- 
lain enamel Spinner basket, ABC corru- 
gated washing compartment, porcelain in- 
side and eut, French type agitator washes 
and damp-dries 7 lbs. of clothes simul- 
taneously. Descriptive circulars on the line 
available to dealers. Altorfer Bros. Co.. 
Peoria, Ill. 


Dainty Garment Dryer 


For attachment to windows, inside and 
out, on the wall, ironing board, door, etc.. 





for drying clothes or for storing them. 
Folds into compact size for carrying in 
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traveling bag. Of light-weight steel, it is 
available in two sizes, with five twin clips 
and with six twin clips. Dainty Garment 
Dryer, Inc., 24 Kirkwood Rd., Brighton, 
Mass. 


Signal Door Bell S 
and Buzzer No. SB 


Single-coil, buzzer-type SB and 2'%-in. 
bell-type S are designed for battery or door 
bell transformer operation. In gray finish 
only. Bases and covers of drawn steel, 
contacts are silver. Gongs have polished 
nickel finish. Signal Electric Mfg. Co.., 
Menominee, Mich. 


“The Handy Holder” 


For the yachtsman, carpenter, etc. May 
be used to hold sandpaper, emery cloth, 
steel wool, etc: Felt on bottom to make 
paper more flexible for fine work. May 
also be used with cheese cloth for polish- 
ing furniture or hoods and panels of auto- 
mobiles. Made of wood with comfortable 
hand fitting handle. Blued steel spring 
piece for holding paper, cloth, etc. Meas- 





ures 6% in. x 2% in. x 24%4in. Suggested 
retail selling price 35c each. Dealer dis- 
count 33 1/3% in dozen lots, 50% in gross 
lots. The Gurney Sales Co., Bellport, Long 
Island, N. Y. 


**Play-Time” Glass Dishes 


For children’s “tea parties,” etc., these 
glass dishes, which are smoothly finished 
and well proportioned, are available in to- 
paz and green. FEight-piece tea set No. 
1040, illustrated, is packed three dozen in 








one color. There are five sets ranging in 
list price from 25c. to $1. Each set packed 
in attractive carton. The Akro Agate Co., 
Clarksburg, W. Va. 


Pelouze Mfg. Co. 
Issues Catalog 34 


Showing the Pelouze line of computing 
scales, merchandise scales and units for 
special trades and businesses this 24-page 
catalog No. 34 has clear illustrations. Each 
item illustrated is described as to size, fin- 
ish, etc. The last page of the catalog has 
tables of weights and conversion tables. 
It is indexed. Pelouze Mfg., Co., 232 E. 
Ohio St., Chicago, Il. 





Remington Spring and Summer 
Window Display 

For use when the season for .22 caliber 
rifle shooting is at its height this colorful 
display has three panels. Centerpiece sug- 
gests enjoyable spot while the side panels 


> 


present reproductions of Remington .22 


caliber rifles in different types and price 
classes. Beside each rifle is space for the 
dealer to mark the price. Designed to tie 
up with Remington’s consumer advertising 
campaign on rifles and Kleanbore ammuni- 
tion. Displays have standard easel back 
setup. Remington Arms Co., Inc., Bridge- 
port, Conn. 
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ed by DEALERS 
0 as a fast-selling,. 
profitable item! 
by HOUSEHOLDERS 
as a speedy... 
satisfactory refinishing 
method! 
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n- There’s nothing experimental about the clean. For woodwork and furniture, simply 
" sensational new MOP-IT-ON varnish that apply MOP-IT-ON with a piece of cloth, as eas- 
E suneiie mm thei? ily as dusting. It is three to four times faster 
° than brushing. 
MOP-IT-ON has been used with great suc- New type, quality finish! 
cess for months. Householders are en- MOP.-IT-ON is not a substitute, but an improve- 
thusiastic about its labor and time-saving ment over present re-finishing methods. It is 
" features and the beautiful finish it pro- NOT ordinary varnish made thinner. | Instead, 
it is a new—different—durable varnish made 


duces. with synthetic resins and special solvents, which 


permit this easy method of application. 


Dramatic Sales Appeals! 

k Few products in your store have the unique— 
P sure-fire sales appeal of MOP-IT-ON. Its appli- 
cation is revolutionary in var- 
nishes. It applies with a cloth 


MOP-IT-ON applies smoothly, levels evenly, does 
not stick or leave a fuzz during application. 


Write for full. details! 





| ‘ The Thibaut & Walker Co., Name sree 
t 46th Road, Long Island City, N. Y. 1 Address : 
Gentlemen: s City State 
: Send full details on MOP-IT-ON. My Jobber is 








applicator or piece of cloth. 


The average floor is finished in 
10 to 15 minutes. No bending 
over a brush, no sore knees, no 
backaches. Dries quickly, needs 
no polishing or constant recoat- 
ing as with waxes. Easy to keep 








Learn more about this amazing de- 
velopment in varnishes. Send _ the 
coupon below to get the complete 
story, prices, discounts and full de- 
tails of advertising support. 


SEND COUPON TODAY! 


- 
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Flit Powder For 
Household Pests 


Utilizing a formula never before used 
Flit Powder is offered to kill fleas on dogs, 
mites on pet birds, hen lice, parasites on 
outdoor plants and for destroying roaches, 
bed bugs and other crawling insects; is 
said to be harmless to human beings and 








animals. Flit Powder will be advertised 
in consumer publications along with Flit 
Spray. By puncturing a single hole on 
top of can container may be used as bel- 
lows. Suggested retail selling prices 10 
cents, 25 cents and for the one pound can 
$1.50. Stanco, Inc., 2 Park Avenue, New 
York City. 


“Dainty” Garden Hose Support 

This hose support remains on the noz- 
zle, folds out of the way when not in use, 
and adjusts to any angle. May be used 
on lawn, cement walk, etc., and will not 
turn over as support band fits loosely on 
nozzle, giving hose free motion. Small 





and sturdy, cadmium plated finish. List 
25 cents each. Small piece of hose with 
coupling furnished dealer with first dozen 
for demonstrator purposes. Packed 12 in 
a counter display. Dealer cost $1.75 per 
dozen. Praeger Hardware Co., San An- 
tonio, Tex. 


Winchester Skeet Book 


Containing ten chapters and more than 
75 illustrations of leading skeet shooters 
and pictures of representative skeet shoot- 
ing fields in use as well as diagrams, Win- 
chester’s Skeet Book is free to shooters. 
Most of the book is of an instructive na- 
ture with the introductory chapter explain- 
ing the sport in a general way. There are 
four chapters of instruction for the indi 
vidual. J. P. Cuenin, a San Francisco 
sports writer and one of the ten highest 
ranking skeet shooters in the United States. 
tells “how to break every target in a round 
of 25.” A special chapter contains offi- 
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cial skeet rules and regulations. Another 
tells how to locate and lay out a regula- 
tion skeet field. Details of installation of 
traps are left to be supplied by manufac- 
turers of traps. Two concluding chapters 
present Winchester and Western skeet 
equipment, including three different Win- 
chester skeet guns, in different styles, two 
brands of Winchester skeet traps and 
Western White Flyer targets. This book 
contains 48 pages measuring 6 x 9 inches 
with an attractive color cover. Shooting 
Promotion Division, Winchester Repeating 
Arms Co., New Haven, Conn. 


Enterprise Electric 
Percolator 


This percolator features a new element 
that continues to give off heat in sufficient 
volume over a 30-minute period to keep 
coffee piping hot without reheating, says 
the maker. Made entirely of aluminum, in- 
cluding coffee basket and water spreader. 
When water passes over the coffee it is 





0 
ELEY PERCOLES 


= 


below boiling. Of attractive appearance. 
The Enterprise Aluminum Co., Massillon, 


Ohio. 


Black Gate Faucet 


This Black Gate Faucet’is for drawing off 
liquid asphalt roof coatings, paints, oils 
and heavy liquids. Fitted for standard 14% 
in. thread for steel drums it is equipped 
with positive shut-off that breaks away 
from outlet, which prevents it from sticking 
says the maker. Cut off is leather faced 





and is adjustable for extra tension against 
face of outlet so most penetrating liquids 
may be handled through faucet without 
leakage says the maker. Suggested retail 
selling price 75c each. Dealer cost 50c 
each in dozen lots. J. P, LeMay, Casey, Ill. 


Uniform Nut Meat Chopper 


With the turn of a handle this device 
chops nut meats and peanuts to uniform 
even size. Chopper has sturdy glass jar. 
Working parts of hard steel nickel plated. 
Available in plain and de luxe enamel fin- 





ishes—the latter in green, ivory and red. 
Has display band printed in orange and 
black, giving an attractive appearance. 
Sample and details available from the Met- 
wood Mfg. Co., Rockford, Ill. 


Westinghouse Right Light Meter 
and Lighting Check Charts 


Westinghouse Right Light Meter il- 
lustrated has a sensitive disc on inside 
cover. Intensity of light falling on disc 
is recorded on dial below in terms of 
footcandles. As cover is hinged it is 
possible also to easily measure horizontal 


7 





Rs i | 


illumination without obstructing the light. 
Lighting Check Charts for the home, the 
plant and the store are available, the home 
chart being designated as the Light-O- 
Graph. The Light-O-Graph features line 
drawings of typical lighting fixtures to 
be found in every room. Proper lamp 
sizes indicated beside sketches. At side 
of listings is a sp2ce for recording the 
quantity of each lamp needed for the 
home lighting charts are in sizes suitable 
for letter stuffers. The Light-O-Graph 
chart tells the home owner how to test 
the home for eyestrain zones. Each of 
the three charts have directions for using. 
Westinghouse Lamp Ce., Bloomfield, 
a 
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McKINNEY 


GARAGE HARDWARE AND COMPLETE SETS 
for RESIDENTIAL and COMMERCIAL SERVICE 





McKINNEY “Around the Corner” Door 
Sets are available jn Three and Four Door 
Units for entrances of 8 and 10 and 12 
foot widths. Only 5 inches minimum head 
room required. Side wall space 4 inches 
minimum. 








McKINNEY Sliding-Folding Door Sets are 
applicable to all garage door openings 
from 8 feet to 18 feet in 2, 3, 5 and 6 
door panels of equal width, necessary head 
room 7 inches. 





McKINNEY Overhead Doors slide silently 


upward on an overhead rail... . entirely 


out of the way . - balanced design and 
rubber rollers combine to make it easy to 
operate .... assures a perfectly weather- 
tight closure ... . an artistic door that 
lends itself to architects’ and _ builders’ 
specifications. 


1ll necessary hardware of McKINNEY 
Door Sets including track are packed in a 
strong wooden box ready for attachment 
to garage and doors. 
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McKINNEY offers to the hard- 
ware trade five outstanding sellers 
in Garage Door Sets . . . each one 
with specific advantages that will 
appeal to all types of buyers... 
each one time-tried and time- 
proved .. . incorporating sound, 
practical features of design and 
construction, refined and im- 
proved by years of progressive 
development. 


These McKINNEY Door Sets give 
your customers a choice of the 
very popular sliding “Around the 
Corner” type... the Sliding-Fold- 
ing Door type .. . “Under the 
Header” .. . the Swinging type 
and the smooth, silent Overhead 
Door Type. 


The tracks, trolleys and hinges 
are all made to the traditional 
standards of McKINNEY quality. 
a name that enjoys the confidence 
of critical buyers of hardware the 
country over. 


Check up your stock—and see 
your jobber today. 
the peak of the automobile season 
is the time to push McKINNEY 
Door Sets. 


Remember, 


MeKINNEY 


MANUFACTURING CO. 
N.S. PITTSBURGH, PA. 


BRACKETS 





Wrought Steel Brackets for Trolley Track 
No, 8000—ceiling track brackets are -lot- 


ted . ... permitting ease of installation. 





Trolley Track No. 8000 Standard track 
lengths 3, 4, 5, 6, 7, 8, 9, 10 feet. ... 
made of No. 16 gauge steel finished in 
black Japan. Packed 4 pieces to the 


bundle. 


Roller Bearing 
Trolley Hangars— 
designed with bev- 
eled edged wheels 
with wide tread 
insuring a mini- 
mum of friction 
. for all types 
of doors up to 
300 Ibs. each. 





Sales Offices in the 
Principal Cities 
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Cornwall & Patterson Issues 
Household Furnishings Catalog 


A 12 page catalog showing Cornwall & 
Patterson household furnishings has been 
issued. Carpet sweepers, bridge tables and 
chairs, toasters, hot plates, and clocks are 
shown as well as small tools, hose reels, 
juvenile chairs and tables and children’s 
wading pools. Large illustrations are used. 
Descriptive information includes list prices. 
The Cornwall & Patterson Mfg. Co., Bridge- 
port, Conn. 


Universal Cool-Cup 
Vacuum Bottles 


These vacuum bottles have a dead air 
chamber between double walls of the over 
size cup to provide insulation to assure a 
cool grip when filled with hot liquids. 
Strong metal case finished in black moire. 
Polished aluminum cup. Specially selected 
fillers, tested 24 hr. for maintaining hot 





or cold temperatures. No. 331, pint, list 
$1.50. Weight in carton 144 lb. Six in car- 
ton, 11% lb. No. 01 standard pint filler, 
weight packed in carton % lb. Twelve in 
case, 10 lb. List price on pint vacuum 
bottle in lunch kit, No. 2331, $2.50. Lan- 
ders, Frary & Clark, New Britain, Conn. 


“Deco-Wood” Switch Plates 


The “Deco-Wood” toggle switch plates 
are made of a new wood formula and 
formed under a 50 ton pressure. Practical- 
ly fireproof they will stand up in service 
says the maker. They will take a natural 
wood finish and are of Renaissance de- 





sign. Made to fit all standard switch boxes. 
For the present, offered only in single 
gang, toggle type. Finished in natural wal- 
nut or old ivory. Dealer cost $11 per 100. 
Suggested retail selling price 20c each. 
The William Herst Co., 822 W. Jackson 
Blvd., Chicago, Ill. 
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“Ideal”? Corner Brace 


This corner brace is for screen doors, 
window screens, porch screens, window 
frames of all kinds. Braces across and not 
parallel with angle and is made to fit per- 
fect right angle but can be made to fit any 
angle by bending ears to fit. May be ap- 
plied to any thickness of wood. Applied 
with small nails. Packed three dozen sets 
to box with nails, 5 gross to shipping car- 
ton. Also one set on card complete with 
nails. List price $1.20 per dozen sets. Sam- 
ples upon request The Hardware Spe- 
cialty Co., Tiffin, Ohio. 


National Package Sealer No. 207 


Properly balanced and attractively fin- 
ished this package sealer may be operated 
from any angle, front, back or either side. 
Moistens under automatic pressure has 
positive feed and is loaded in about two 
seconds. Return of lever automatically cuts 
tape. Cover extends over working parts of 
machine and tape. Each part is die cast. 
Non-rusting, non-corroding Doler-Zink-Alloy 
metals. Nickel or enamel finish. Wide, 
strong, brass gears, countersunk rubber 
feet. Large non-rusting tin alloy water 
tank. Unit measures 124% x 4 x 7 in. 
Weight 9 lb. 6 oz. Takes tape 4 in. to 





11% in. in width, up to 6 in. diameter, wound 
gummed side out. Self sharpening knife. 
Nashua Package Sealing Co., Nashua, N. H. 


Dealer Helps For “‘Ilco” 
Screen Door Closers 


For attracting attention to Ilco Senior 
and Ilco Junior screen door closers, the 
manufacturer offers a display card 11 x 14 
in., printed in several colors, for window 
or counter use. A consumer folder en- 
titled “Silent as the Sphinx” illustrates 
and describes screen door closers. These 
folders are offered free of charge with 
dealer name and address imprinted. Cover 
designed to arouse curiosity so customers 
will look inside. Newspaper advertising 
mats, in both single and double column are 
also available. Mahogany mounted work- 
ing display, consisting of a miniature sec- 
tion of a door, fitted with handle at back 
and an Ilco Screen Door Closer on front is 
furnished with an order for a dozen each 
of Ileo Seniors and Ilco Juniors. The In- 
dependent Lock Co., Fitchburg, Mass. 


Goodrich 1934 Fan Belt 
and Radiator Hose Catalog 

This catalog contains 32 pages of fan 
belt and radiator hose specifications, for 
passenger cars, trucks, buses and tractors 
listed alphabetically and covering practical- 
ly every piece of automotive equipment now 
in use. Specifications list make of vehicle 
model and year, belt number and size of 
upper and lower radiator hose. Twenty 
pages devoted to tables showing vehicles 
which can be serviced by each fan belt. 
There are three pages devoted to de- 
tailed instruction for installing fan belts 
with 12 installations. Catalog also contains 
dimension tables for Longlife “V” fan belts 
and Pilgrim flat fan belts and shows three 
popular fan belt assortments for dealers. 
The B. F. Goodrich Rubber Co., Akron, 
Ohio. 


Signal Cool Spot Fan 


This 10-in. induction type fan was de- 
scribed in the April 12 issue of HARDWARE 
AcE, a cut of the Signal No. 650-850 fan 





being used by error. Available in straight 
and oscillator type it has cast iron base, 
cadmium rust-proof guard, aluminum 
blades and one speed toggle switch. Signal 
Electric Mfg. Co., Menominee, Mich. 


“New England Handibags” 


Made of specially sized woven fibre 
fabric these bags are offered in four stand- 
ard colors and a variety of shades and 

















weaves. Tested to carry more than 80 lb. 
The maker guarantees that the handles, 
which are wire lined, will not pull out or 
break. Suggested retail selling prices 39c, 
49c, 59c and 69c. Packed singly or nested 
in lots of 36 or more. Ferrier & Freitas, 42 
Warren Street, Lowell, Mass. 
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Meet the NEW 


‘PYREX’ SALESMAN! 

















YOUR FULL PROFIT ON EVERY DISH 


T makes a feature out of standard items—at your 
I regular mark-up—with full profit. That is the rea- 
son why this new “PYREX” Display Stand is a welcome 
and productive addition to your sales force. 


With only ten “PYREX” Brand dishes you can make 
seven different displays. Three of the combinations are 
priced at $1.00, four at 95c. You merely select the com- 


bination desired, set it on the stand, and revolve the 
disk to the correct price. 


Set up the Display Stand in your window or on your 
counter. Feature a different combination every week. 
We will also supply you with hand-out sheets advertising 
these seven fast-selling “PYREX” Ovenware combina- 
tions. A chance to sell sets, not single items! 


PYREX OVENWARE 


. M. Reg. U. S. Pat. Off. 


CORNING GLASS WORKS 


MAY 24, 1934 


e CORNING, NEW YORK 
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Pliers 


( a workmen demand 


good tools—your cus- 


tomersappreciate 
quality in pliers--that’s why 
they demand Kleins. Klein 
Pliers have been the stand- 
ard with master workmen 
and public utilities “since 
1857,” 
wide variety of sizes and 
styles to meet every require- 
ment. Check your 
stock of Kleins with your 
jobber and be prepared to 
fill the needs of your cus- 
tomers who want the best. 


Buy From Your Jobber 


and are made in a 


over 


Medhes KLEINSSce 


3200 BELMONT AVE., CHICAGO 
ESS 
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An Adventure in Salesmanship 


(Continued from page 30) 


lighted. We started out, and soon en- 
tered a large dining room with an 
enormous table. There must have 
been places set for fifty people. La 
Carda explained to me that in Ha- 
vana the hardware stores fed their em- 
ployees, and some of the employees 
even slept on the premises. Then 
he called my attention to the curious 
manner in which the table was set. 
At the head and the foot were some 
eight or ten dishes stacked up. At 
the next place there were six or seven, 
then three or four, two or three, and 
finally in about the middle of the 
table a number of places with only 
one plate. La Carda explained that 
the officers of the company had sev- 
eral courses at the meal, while the 
employees according to their grade 
had fewer and fewer, until the ordi- 
nary employees only had one, the 


number of dishes being arranged ac- 


| cordingly. 


When we returned from our tour 


| of the premises, Senor La Carda ex- 


plained that I had come to Havana 
as a commercial envoy to open up 
hardware relations between the hard- 
ware houses of Cuba and the largest 
hardware houses in the United States. 
He explained to them that I was vice- 
president of this hardware house and 
in charge of their sales, and he also 
did not forget the item that I had vis- 
ited General Wood on my arrival in 
Havana with a letter of introduction 
from the President of the United 
States. He then stated that I had a 
large line of samples at a certain ad- 


| dress, and later he would call and 


ask them to inspect these samples. 
Then with many low bows we took 
our departure. 


Cuban Etiquette 


With an intermission for luncheon, 
which we happened to take out in 
the country near Havana, we must 
have made ten calls that first day, 
and every time we went through the 
same routine. The second day we 
made about the same number of 
calls. There must have been some 
pagers hardware concerns in Havana 
to whom I had letters. La Carda told 
me that every Spanish hardware mer- 
chant we visited told him after our 
call that they were entirely at our 
service, and that their entire hard- 
ware business belonged to us. | 


commented, then we owned about 
twenty hardware stores in Havana, 
but I would trade all of these stores 
for one good hardware order, because 
so far with all this style I hadn’t even 
scratched my order book. 

The morning after we made our 
last call we opened up for business. 
La Carda took our fine carriage and 
blooded horses and called for our 
first victim. He came, looked over 
our samples and asked questions 
about our goods and prices. Of 
course all this was in Spanish, and 
La Carda did all the talking. Fi- 
nally, this merchant picked up a sam- 
ple of a copper bull ring, you know. 
these little hinged rings about 214 
inches in diameter that are passed 
through the cartilage of the bulls’ 
nose and used to lead them. In the 
United States these bull rings are 
sold in very small quantities. As a 
matter of fact, I hardly know how 
they happened to have any bull rings 
among my samples. However, the 
hardware merchant inquired the 
price of the bull ring. It was the 
first price he had asked. I looked at 
my cost sheet and noted it was 85 
cents per dozen. Mind you this was 
our actual cost. I decided to make 
a very low price, just to see if I could 
get this buyer started, so I told La 
Carda to quote him eighty cents a 
dozen. I thought a loss of five cents 
per dozen on the few bull rings sold 
would be good advertising. The mer- 
chant looked at La Carda and said 
something in Spanish. La Carda 
turned to me and said: “He says this 
price on bull rings is all right. Put 
him down for five hundred dozen.” 
In consternation I remarked to La 
Carda: “But he can’t sell that many 
bull rings. We don’t sell that many 
in the United States in a year.” 
“Well,” replied La Carda, “in Cuba 
bull rings are one of the most staple 
items. You see, the roads here are 
very bad. Wagons are drawn by 
some twenty or thirty oxen per 
wagon, and each of these oxen has a 
bull ring in his nose to which is at- 
tached the ox yoke.” I picked up my 
order book, and wrote down the first 
item I had sold, 500 dozen bull rings 
at $80 per dozen. “I’m getting 
along wonderfully,” I said to myself. 
“After all this expense and time I 
have lost $25.00 on the first item I’ve 
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sold.” However, the merchant asked 
many of the other prices, and in the 
end gave us a nice order for a line of 
assorted hardware. I presented him 
with a copy of the order, and he was 
good enough to sign the original. 
Then with many bows and mutual 
felicitations, La Carda drove the 
buyer back to his store. When La 
Carda returned he informed me that 
on the way back the buyer said the 
best price I had given him was on 
bull rings. “And,” said La Carda, 
“all these Havana merchants have an 
association, and they tell each other 
about the prices they receive on every 
line of goods. Therefore, you must 
be very careful in selling them to 
give everybody the same prices. And 
as this price on bull rings was so sat- 
isfactory, you must give that price to 
every dealer to start the order.” 

So, for two weeks longer we enter- 
tained hardware dealers, showed 
samples, drove out in the country, 
had luncheons, went to the opera, 
dances, and had a grand time gener- 
ally, but every day we sold bull rings 
and other hardware. In fact, the 
dealers did not wait for us to show 
them our bull rings. The first thing 
they asked for was the price of bull 
rings. When I finally added up the 
number of bull rings ordered in my 
order book I was aghast to discover 
that I had sold some three thousand 
dozen, at a net loss of $150.00. But 
these dealers also bought other goods, 
and my order book was full of some 
very nice orders. I was paying La- 
Carda $5.00 per day for his services. 
and he was certainly worth every cent 
of it. I was also paying for the 
horses and fine carriage, because we 
made it a point to bring every buyer 
to the sample room in style. In the 
meantime, [ had cabled to the com- 
pany I represented to send me by ex- 
press some forty or fifty of our large 
catalogs. These books weighed about 
25 pounds each, and as LaCarda 
made his rounds he presented the 
merchants with these catalogs. As 
they were the most complete hard- 
ware catalogs that had been issued 
up to that time, they made quite a hit 
with the trade. 

While I was in Havana I was in- 
vited to a number of fetes and garden 
parties, not to mention dinners. I had 
the pleasure of again meeting Gen- 
eral Wood at one of these garden 
parties, and I also met the Secretary 
of Agriculture several times. Both 
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General Wood and the Secretary were 
good enough to inquire how I was 
progressing with my hardware cam- 
paign. I could not refrain from tell- 
ing them the story of the bull rings, 
and they both had a hearty laugh at 
my expense. 

But my stay was extending beyond 
the limits I had set for myself, and I 
had also cabled for help. Frank 
Baldwin, at that time a traveling 
salesman in Indiana for our com- 
pany, came down to help me. When 
we had finished up in Havana, Frank 
Baldwin made an extensive trip to the 
other cities in Cuba, presenting the 
letters of introduction. Those letters 
were certainly mascots. Not one of 
them failed to get an order. How- 


ever, there is an end to all good | 
things, and so I finally returned to | 


St. Louis and was greeted with con- 
gratulations by Mr. E. C. Simmons, 
our president. I was trembling in 
my shoes about those bull rings. How 
could I explain the price? I de- 
cided to put up a bold front. The 
buyer of these bull rings at that time 
was Mr. S. M. Stone, now President 
of the Colt’s Patent Fire Arms Man- 


ufacturing Co. I went over to Sam’s | 


desk and remarked: “Sam, why don’t 
you buy your bull rings right? You 
know every dealer in Cuba buys his 
rings at $.80 a dozen.” To make a 
long story short, Sam got in touch 
with some of the manufacturers of 
bull rings. I had sold almost five 
thousand dozen by that time. and 
with this large order he managed to 
get a quotation of seventy-five cents 
a dozen, so, after all, I came out with 
a profit of five cents per dozen. 


Mr. Simmons, who always had an 
eye to the future, called me to his 
office not long after this and said: 
“Now, Norvell, this is all very good 
about the business you have gotten 





in Cuba. You have opened a large 
number of accounts. The orders are 
in very nice quantities. But what are 
we going to do to hold this business? 
We can’t take any more chances on | 
sending salesmen to Cuba, after our 
experiences there in former years. 
We want a salesman who is Bicardi 


rum proof.” Then I surprised Mr. 
Simmons with the suggestion that we 





employ Senor LaCarda, the interpre- 
ter. I told him that he came of a 
very good family, and was evidently 
very popular with the Cuban mer- 


chants. Everybody seemed to know | 
him in Havana. I told Mr. Simmons | 


“ w.the 


SLIPKNOT 
FRICTION 
TAPE 


Automatic 
Salesman 


does 10 times 
more tape busi- 
ness for us!” 


is the report 
on this new 
boost for 






Tempting Self-Service 


Suggestions Make 
New Buyers 


Clean Stock 


—always changing — no shopworn 
boxes left at bottom—a fresh pack- 
age slides into place 


AUTOMATICALLY 


Durable Steel. In Handsome 
Colors. A Lifetime Fixture ! 


SLIPKNOT FRICTION TAPE 
Extra Adhesive, Can't Dry Out 
Greater Tensile Strength 
Edges Can't Ravel 
SOLD THRU JOBBERS ONLY 


Write for details to 


PLYMOUTH RUBBER CO., Inc. 


Largest Rubberizers of Cloth in the World 
100-200 Revere St., Canton, Mass. 
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WomEN WILL BUY 


New Labor Saving Items 


if they 
are Priced Right 


RETAILS 


95 


A Self-Heating Iron without cords 
or attachments. Priced below 
any iron of comparable quality 
and still carrying an attractive 
profit. Every woman wants one. 

Handsome appearance, less tir- 
ing to use, lower ironing cost. 
A wonderful gift item of prac- 
tical utility that any homemaker 
will appreciate. 


Radiant Self-Heating Iron—beats elec- 
tricity or gas. Lights with a match. 
Cheaper to operate—only 1c for an 
average ironing. Brass front, handle 
straps and top plate heavily nickel 
plated; base chrome plated. 
Besepeiand atboth ends, with button- 
beveled edges. Ever-cool handle fin 
ished in black and silver. 
Brass coil generator started with match 
in few seconds—ready to iron in 40 
seconds. Heat evenly distributed— 
point to point—easily regulated. Just 
right weight for pressing or ironing, 
Complete with rest, pressure pump, 
strainer funnel, cleaning needles, 
wrench, extra generator, and full 
directions. 


THE RADIANT LINE 


Includes de luxe and utility models of 
graceful, » high- -powered lamps, as well 
as 300 candle power lanterns and self- 
heating irons. 

New merchandise that attracts bu 4 
and sells fast at a good ane 
Radiant Lantern is an especia ly m 
item, appealing to outdoor workers, 
farmers, hunters and tourists. More 
light—lower cost—less trouble. 

The Radiant Self-Heating Iron—a 
labor saver for women. Does whole 
ironing for a few cents. More conven- 
ient, and priced lower than ordinary 
electric or gas irons. Heavily nickel 
and chrome plated. Fix up a Radiant 
department and watch the sales grow. 
Send today for literature and dealer’s 
discounts. 


RADIANT PRODUCTS INC. 
105 Radiant Bldg., Akron, Ohio 


RADIANT. 


ANTERN 


PRODUCTS 







ihat I thought it would be easier to 
call La Carda to St. Louis, teach him 
the hardware business and send him 
back to Cuba than it would be to take 
an American salesman who knew the 
|hardware business and send him to 
Cuba, hoping that he would learn the 
customs and language of the country 
sufficiently well to be of service. Mr. 
| Simmons approved of the idea, and 
we brought La Carda to St. Louis. 
We trained him. He returned to Ha- 
vana and opened an office, where for 
some twenty years, up to the time of 
his death, he maintained a very sat- 
isfactory business with the best hard- 


| ware merchants of Cuba. 


Frank Baldwin, my associate in 
this adventure, afterwards went into 
the manufacture of shovels, built up 
a large business and became wealthy. 
I regret to say that he recently passed 
away. 

So this is the story of an adventure 
Probably I have 
the honor of having been the only 
salesman in the history of this coun- 


in salesmanship. 


try who went to a foreign country 

















































with a letter of introduction from the 
President of the United States to an 
American general who for the time 
being was acting as Governor-General 
of that country. I am inclined to be- 
lieve that the letters of introduction 
to the hardware dealers which I ob- 
tained because of this letter from the 
President were more potent in sell- 
ing the hardware than my own abili- 
ties in salesmanship. 

Years afterwards the Prince of 
Wales made a trip by battleship to 
the Latin American countries in the 
interest of British trade. Upon his 
return to England he made a speech 
in which he stated that British mer- 
chants, if they wished to succeed in 
selling their goods in foreign coun- 
tries, must take a page out of the 
United States book of selling and ad- 
vertising. Upon reading this grace- 
ful compliment by the Prince to the 
salesmen of the United States, I 
wrote him a letter expressing my ap- 
preciation of his remarks, to which 
letter I received a very friendly 
reply. 





“Dwin” Household Insect 
Killer In New Container 

“Dwin” Household Fly Killer for flies 
ind other pests is said to leave a pleasant 
odor like flowers in rooms where it has 





been used. It is available in attractively 
lithographed three colored packages—half 
pint, pint, quart and half gallon sizes. II- 
lustrated, is one of the newly designed 
packages. Baldwin Laboratories, Inc., Sae- 
gerstown, Pa. 


Wonder Weeders 


Designed to work close to plants and 
shrubbery without injuring the root 
growth Wonder Weeders remove weeds 
and leaves them on the surface. Turn 


| earth over forming a mulch which holds 


moistures and leaves ground level. Have 
reversible feature, enabling thinning out 
vegetables for weeding around rock garden 
plants, for weeding between gladioli, daf- 
fodils and other plants in rows or groups. 
Of light weight and easily handled. List 
price ranges from 25 cents to $1.00, ac- 
cording to size. Available in eight models 


for various types of gardening. Blades 
of high quality tempered spring steel. The 
Wonder Weeder Co., Orange, Mass. 


Norton Pike Catalog 
Shows Oilstones, Ete. 


Norton Pike oilstones and abrasive spe- 
cialties are described and illustrated in 
catalog No. 16. This catalog was pub- 
lished to assemble in concise form the 
essential facts regarding the complete line 
of sharpening stones and specialties. Oil- 
stones, sharpening specialties, grinding 
wheels, tool grinders, scythestones, razor 
strops and hones are illustrated and de- 
scribed. Price information, weights, etc., 
are given on the various items. Dealer 
helps and assortments are shown. Behr- 
Manning, Troy, N. Y., sales representa- 
tives in the United States for Norton Pike 
Products. Copies available from the Troy 
office or from branch offices. 
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DUTCH BRAND 
PRODUCTS 
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If something you sell your customers doesn’t give satis- 
faction, you can easily replace it with a better product. 


Admiral Byrd does not have this advantage ... no 
supply store around the corner for him. All the sup- 
plies and equipment he took with him on his 10,000 
mile trek to Little America had to be “service tested” 
in advance. On the Byrd Expedition supply list is a 
stock of certain DUTCH BRAND Products, made to 
the same “Extra-Service” standard that has earned for 
DUTCH BRAND the preference of those who buy 
satisfaction and not price. 


Why shouldn’t you also get the benefit of “Extra- 
Service” satisfaction in DUTCH BRAND Products 
made for your trade? You can without 
extra cost. Just ask your jobber’s saleman 
_ se" to send you any of the DUTCH BRAND 

Sire Products listed below. 


VAN(LEEF BROS. 


Established 1910 
Manufacturers DUTCH BRAND Rubber and 
Chemical Products 
Woodlawn Ave., 77th to 78th Streets 
Chicago, U.S. A. 


\ 4 vd 
















DUTCH BRAND 
NEV’R-CREEP 
CEMENT 
This is the new plas- 
tic rim cement that 





DUTCH BRAND 
BICYCLE TIRE FLUID cycle dealers have 
Will not ferment, crystal- been talking about. 


DUTCH BRAND 
FRICTION TAPE 
DISPENSER 
The modern way to sell 
more Friction Tape. It’s 
patented! 


ize, evaporate or decom- It sticks tightly... 
pose. Large tubes. Gives no creeping. Non- 
dealers a bigger profit! crystalizing. 
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More than “Items” 
These are 


MOVING 
ze MERCHANDISE 


Rixson Junior—the double 
acting floor check for light 
interior doors. Has all the 
skill and experience behind 
it which developed the Rix- 
son pioneer line of floor 
checking devices used on the 
finest large buildings. 








Many an “item” in a hardware store 
is there because a dealer has to carry it as a 
convenience. But two Rixson products 
shown here represent merchandise a dealer 
can recommend both to do a job, and to win 
extra good will from added customer satis- 
faction. 


Look at your shelves and find a place that 
belongs to the Rixson Junior Floor Check 
and the time-tested Rixson Friction Stay. 


Rixson Friction Stay—the 
simplest positive device for 
holding transoms and hing- 
ed windows swinging in. A 
multiple-disc clutch set six 
I” friction surfaces to any 
desired adjustment of ten- 
sion, 





THE OSCAR C. RIXSON CO. 
4450 Carroll Ave., Chicago, Ill. 
New York Office: 2034 Webster Ave. 
Atlanta 


Philadelphia New Orleans San Francisco 
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Hand them a ’ 

my ENics 

and you offer / 
the finest 


... words never more true 
than of Master’s new 
Secret Service No. 7 —a 
LAMINATED padlock serv- 
ing new uses and making 
new profits. 50Oc retail. 
In stock at your jobber. 


Master Lock Co., Milwaukee, Wis 
.— : 
“a ~*~ a -. 
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Payments To Farmers 
Total $179,702,687 to April 1 


ENTAL and benefit payments 
totaling $179,702,687 had 


been distributed to 1,862,532 
farmers participating in the wheat, 
cotton, and tobacco adjustment pro- 
grams of the Agricultural Adjust- 
ment Administration, up to April 1, 
according to the comptroller’s cumu- 
lative report of expenditures as sub- 
mitted to Administrator Chester C. 
Davis. 

In addition to rental and benefit 
payments, expenditures of $52,346.- 
622 for surplus removal operations 


involving wheat, hogs and dairy 
products, and expenditures of $11,- 
696,150 for administrative expenses, 
were shown by the report. 

They have been distributed by 
commodities as follows: $112,472.,- 
670 to 1,032,154 cotton growers; 
$65,632,728 to 798,614 wheat farm- 
ers; and $1,597,288 to 31,764 to- 
bacco producers. 

A tabulation of the rental and 
benefit payments by States, exclusive 
of cotton option and cotton pool pay- 


ments, up to April 1, follows: 








State Cotton 
Alabama $9,609,747.21 
Arizona 267,535.96 
Arkansas 10,827,897.16 


California 
Colorado 
Connecticut 


163,204.67 


Delaware 
Florida 
Georgia 
Idaho 


Illinois 


261,579.09 
7,978,190.47 


Indiana 
Iowa 
3,052.00 
41,865.00 
5,005,178.42 


Kansas 
Kentucky 
Louisiana 
Maryland 
Massachusetts 
Michigan 
Minnesota 
10,096,605.02 
1,843,384.70 


Mississippi 
Missouri 
Montana 
Nebraska 
Nevada , 
New Hampshire 
New Jersey 
New Mexico 
New York 
North Carolina 
North Dakota 
Ohio 

Oklahoma 


Oregon 


363,695.90 


2,825,537.20 


11,694,730.41 


Pennsylvania 


South Carolina 4,718,412.92 
South Dakota 

Tennessee 3,326,835.00 
Texas 43,315,221.12 
Utah 


Vermont 
Virginia 
Washington 
West Virginia 
Wisconsin 
Wyoming 


129,997.93 


$112,472,670.27 


Totals 


Wheat Tobacco Total 
$ $9,609,747.21 
14,497.60 282,033.56 
1,729.20 10,829,626.36 
779,223.24 942,427.91 
1,432,503.50 1,432,503.50 
198,619.24 198,619.24 
75,801.00 75,801.00 
63,553.65 325.132.74 
41,660.80 22,035.60 8,004,886.87 
2,284,524.82 2,284,524.82 
1,692,956.25 267.95 1,693,224.20 
1,323,182.76 1,529.95 1,324,712.71 
294,214.60 294,214.60 
16,598,688.81 16,601,740.81 
173,760.29 215,625.29 
5,005,178.42 
555,496.51 555,496.51 
96,299.60 96,299.60 
576,744.44 576,744.44 
1,257,939.28 24,648.53 1,282,587.76 
10,096,605.02 
1,064,735.74 2,908,120.44 
3,680,986.92 3,680,986.92 
3,961,438.71 3,961,438.71 
20,682.30 20,682.30 
2,288.60 2,288.60 
8,020.41 8,020.41 
341,835.26 705,531.16 
30,319.12 24,008.63 54,327.75 
36,400.15 2,851.937.35 
9,292.774.36 9,292.774.36 
1,205,659.73 286,254.78 1,491,914.51 
4,648,697 .93 16.343,428.34 
1,789,895.27 1,789,895.27 
183,869.33 444,209.83 628,079.16 
4,718,412.92 
3,425,677.42 3,425,677.42 
88,702.50 3,415,537.68 
3,672,604.84 46,987,825.96 
457.098.87 457,098.87 
2,724.95 2,724.95 
384,233.26 563,231.19 
3,916,921.24 3,966,921.24 
51,885.82 51,885.82 
27,083.78 430,847.55 457,931.33 
277,282.71 277,282.71 
$65,632.728.81 $1,597,288.86 $179,702,687.94 
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HINGES 


AND WROUGHT STEEL 
HARDWARE 


Door Butts 
> 


Strap and 
Tee Hinges 


Pressed Steel 
Shelf Brackets 


Ornamental 
Hinges 


Safety Hasps 
Hinge Hasps 
Door Handles 


Garage Hardware _ ; 


Corner Irons 
Corner Braces 
Barrel Bolts 
Cellar Window Sets 


Back Flaps 
Chest Hinges 


Screen Door 
Hardware 
aR 


Send for catalog describing 
these and other items. 


CManufacturing Company 
ERIE, PENNSYLVANIA 





Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 143 Purcnase Sr. 
CHICAGO: 162 N. CLINTON ST. SAN FRANCISCO: 703 Marker St 





MAY 24, 1934 




















COMBINATION 





Woven Wire Fencing 
and Super-“T” Posts. A sensational value - 
proven by many years of service and successful 
sales records by dealers everywhere. Get be- 
hind these products and you will find a ready 
market waiting for them. Proven quality, plus 
unbeatable value makes Sterling Fencing 
equipment easy to sell in every agricultural 
territory. 

* Write today for a supply of useful Fence Charts. 
These charts have been made up to assist you and your 
trade in figuring fencing requirements. Will serve as 
fine interest creators and sales stimulators for fence. 


STERLING WIRE PRODUCTS 
Field and Poultry Fence, Fence Stretchers, Barb Wire, 
Steel Posts, Bale Ties, Farm Gates, Poultry Netting, 
Hardware Cloth, Ornamental Fence and Gates, Nails, 
Staples and Smooth Wire. 


NORTHWESTERN BARB WIRE COMPANY 


STERLING Since 1879 ILLINOIS 

















TWELVE 
SILENT 


SALESMEN 





WE’LL STAND BY YOU 
\ YEAR AFTER YEAR 





( GIVE US A CHANCE ) 





Remington 


KLEANBLADE : 


ParinG KNIVES 











Windows That 
Stop ‘Em 


(Continued from page 39) 


These charts will simplify the draw- 
ing of the posters for the back- 
grounds shown in the window sug- 
gestions on pages 38 and 39. Simply 
square off a piece of card or compo 
board large enough to take the same 
number of squares of three inches 
and proceed to map out the picture. 
Any show card writer or window 
trimmer will find this an easy method 
of making very effective attention 
getters. After a little practice you 
will find your skill in this work in- 
creasing. After that you can count 
on some mighty attractive windows. 




















G& CUT TWO 





LACE them on your counter 

—these twelve Silent Sales - 
men. They will remind every cus- 
tomer who enters your store that 
“it pays to buy quality cutlery.” 
The name Remington has meant 
reliability and service for two gen- 
. . Here’s your chance 


erations . 
to cash in on it! 

This attractive display occupies 
only a few square inches of counter 
space—yet, it draws attention. It 
is FREE. It shows twelve assorted 
Kleanblade paring knives, with a 
reserve stock for replacement in 
a rear compartment. 


Write for full information on the 
BIG CUTLERY OPPOR.- 
TUNITY of 1934! Remington 
Arms Co., Inc., Cutlery Division, 
Bridgeport, Conn. 


Remington, 


46.u.5.pat.ort. 








CARDBOARD 
CIRCLES 
ABOUT 6” 





+ WIDE AND 
FASTEN TO 


AXLES OF 























Two SMALL 











ELECTRIC FANS 
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“+ INDICATES 
WHERE TO 
PUT HOLES 





Thanks Mr. Sipler—We're Trying 
Hard to Live Up to It 


Darsy, Pa.—In enclosing a subscrip- 


tion to HarpwareE AGE for two years I 
can also answer your letter of May 5th, 
1933. 
can say that I have gotten more from 
it in that time than in all the years of 
Good Hardware. It has supplanted the 
Saturday Evening Post as a magazine to 
scour from cover to cover. 
criticize I can only say there is too 


In the year that has passed I 


If I must 


much good reading in it and it comes 
so often I cannot keep up with it. 

I have been amazed at the speed with 
which you have presented the informa- 
tion on NRA, etc., that has come from 
Washington. The good clear articles 
on the hardware dealer and his prob- 


lems and your stand in his defence are 
well worth ten times as much to any 


dealer. 
(Signed) Puiip SIpLer. 





Heller Issues Folder 
On Paint Shelving 


Prepared specially for retailers this 
folder shows illustrations of paint or pack- 
age goods cabinets, paint or package goods 
base cabinet, Heller nail drawer counters 
and “double-duty” header and side tables. 
Typical Heller installations are illustrated. 
Price information and specifications are 
given on equipment illustrated. W. C. 
Heller & Co., Montpelier, Ohio. 
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Mr. Manufacturer ! 


Will buyers of hardware find your 
catalog information in the 1934-35 
issue of their Buyer’s Guide? 


The 
Annual 
Directory Number 


(the “Who Makes [t?” tssue) 
of HARDWARE ACE 


e To be published September 27th 





e e e The Standard 
Merchandise Directory 
of the Hardware Field. 


Helps the Buyers to 
Do Business With You 


To be sure they can learn of you and your 
products conveniently plan now to place your 
catalog information before them in permanent 
and readily usable form in the Condensed 
Catalog Section of this basic Buyer’s Guide— 
the only Buyer’s Guide in the hardware trade. 


Vv 


Reserve your space now. We'll be glad 
to help you prepare and arrange your 
catalog presentation. 


a 


HARDWARE ACE 
239 West 39th St. New York 
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“THEY ALWAYS LOOKED WELL 
Now THEY WORK WELL” 


“My garage doors always looked well but they kept 
sticking and binding, and in the winter they were 
almost hopeless. I couldn’t afford to throw the doors 
away so I asked Kirk, the hardware man, what I could 
do about it. 

“He suggested Stanley ‘Swing-Up’ Hardware as an 
economical remedy. It looked good to me. For little 
money I now have the smoothest working doors in 
the neighborhood. If I were a hardware dealer I think 
I could sell a lot of these sets to door-cursing home 
owners.” 

Stanley “Swing-Up” Hardware fits any pair of 
stock doors—new or old. It converts them into a 
thoroughly up-to-date, smooth working door. Heavy 
coil springs do all the work of opening and closing 
door. 

Stanley Door Equipment is complete, with attrac- 
tive, smooth-working installations for every size of 
opening. . 

All types of doors are included: swinging, sliding, 
folding and overhead—for private garages, service 
stations, warehouses, fire stations and any commer- 
cial or industrial opening. 
® 












Write for full details. 


THE 
STANLEY WORKS 


New Britain, Conn. 


+) 


OOR 
EQUIPMENT 


FOR EVERY TYPE OF DOOR 
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The next issue of the Catalog 
and Directory Number of Hard- 
ware Age will be published Sept. 
27, 1934. It is a condensed cata- 
log of manufacturers of hard- 
ware and kindred merchandise 
in one handy volume for ready 
reference. 


Kinston. N. C.: Who makes the 
Essex shotgun ?—D. V. Dixon & Son 

ANSWER: This is a special brand of 
the Belknap Hardware & Mfg. Co.. 
Louisville, Ky. 

* * * 

Westminster, S. C.: Who makes a 
laundry heater marked Ching, No. 3-87 

Holcombe Hardware Co. 

ANSWER: Phillips & Buttorfl Mfg. 


Co., Nashville, Tenn. 


Scranton, Pa.: Furnish name and 
address of a manufacturer of an electric 
motor-driven machine for renovating 
feather pillows. This is made for home 
or hotel use and we understand it sells 
for about fifty dollars. 

ANSWER: Huber Machine Co., 263 
Forty-sixth St., Brooklyn, N. Y. 

% & & 

PHILADELPHIA, Pa.: Who makes Peer- 
less glazier points? W. H. & G. W. 
Allen. 

ANSWER: Austin & Eddy, 117 Broad 
St., Boston, Mass. 

(See p. 462, Sept. 28, 1933, H. A. 
Directory Number.) 

* * * 

New York, N. Y.: Provide names and 
addresses of several manufacturers of 
bottle corking machines for hand use. 
Markt & Hammacher Co. 

ANSWER: Redlich Mfg. Co., 639 W. 
Oak St., Chicago, Ill., and John Som- 
mer Faucet Co., 20 Morris Ave., 
Newark, N. J. 

* * 

SHAMOKIN, Pa.: Who makes the Blue 
Point Boxocket automotive box socket 
wrenches ?—W. C. Hack & Sons. 

ANSWER: Snap-On Tool, Inc.. Ken- 
osha. Wis. 
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Who Makes It ? 


Information regarding sources of supply as provided readers 
of Hardware Age by the Who Makes It? Editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buy- 
ers. This editorial feature in each issue supplements the ser- 
vice rendered by the “Who Makes It?” issue published on Sept. 
28, 1933. When writing to the firms mentioned, state that you 
saw the product listed in Hardware Age “Who Makes It?” sec- 


tion or issue. 


Cuinton, N. Y.: Furnish address of 
Louis Mark & Co., manufacturers of a 
two-wheel roller skate.—Estate of H. J 


Allen. 
ANSWER: 200 Fifth Ave., New 
York, N. Y. 


(See p. 506, Sept. 28, 1933, H. A. 
Directory Number.) 
* * 


PAINESVILLE, Ou1o: Furnish names 
and addresses of several manufacturers 
of glass-enclosed bulletin boards with 
changeable letters. such as are used for 
directories in office buildings—I. & J. 
Hardware Co. 

ANSWER: Standard Specialty Co.. 
Decatur. Ill.; R. W. Clark Mfg. Co., 
1313 S. Ravenswood Ave., Chicago, IIL., 
and Chandler & Fisher Co.. 822 Vincent 
Ave.. Cleveland, Ohio. 


*% * * 


ALEXANDRIA, VA.: Who makes John- 
son’s gold and silver minnow?—Worth 
Hulfish & Sons. 


ANSWER: Louis Johnson. 42 N. 
Wells St.. Chicago, IIl. 


* * * 


OAKLAND, IA.: Provide name and ad- 
dress of the manufacturer of Blaw-Knox 
grating as used in Federal air mail 


buildings.—A. C. Vieth & Sons. 
ANSWER: Blaw-Knox Co., 2042 


Farmers Bank Bldg., Pittsburgh, Pa. 
%* & 


Penn’s Grove, N. J.: Who makes the 
Tioga, globe type, stop and waste? 
R. F. Willis & Brother, Inc. 

ANSWER: Kitson Co., Westmore- 
land & Stokley Sts.. Philadelphia, Pa. 


* *% * 


SUSQUEHANNA, Pa.: Who makes the 
curtain stretcher composed of two 
round metal bars?—E. K. Owens Hard- 
ware Co. 

ANSWER: Western Newell Mfg. Co., 
Freeport, Ill. 

% *% * 

Romer, N. Y.: Who makes the Dacor 
garment: hook?—-Wardwell Hdw. Co.. 
Inc. 


ANSWER: Davis Tool & Engineering 
Co., Detroit, Mich. 

(See p. 408, Sept. 28, 1933, H. A. 
Directory Number.) 


* * *% 


Jersey Crry, N. J.: Furnish street ad- 
dress of the Test-Tite Co., Philadelphia, 
Pa.—Barker & Co. 

ANSWER: Ridge Ave. & Noble St. 

* *% % 


LoveLANb, Ono: Provide address of 
the Crown Cork & Seal Co.—Sparks 
Hardware & Plumbing Co. 

ANSWER: Highlandtown, Baltimore. 
Md. 

WiLLAMANtic, Conn.: Who makes an 
asparagus buncher ?—The Hurley Grant 
Co. 

ANSWER: Wyckoff Bros.. Hights- 
town, N. J. 

* * * 

Mancuester. N. H.: Who makes the 
Priscilla juicer?—John B. Varick Co. 

ANSWER: Priscilla Household Aids, 
Inc.. 5713 Euclid Ave., Cleveland, Ohio. 

(See p. 373, Sept. 28, 1933, H. A. 
Directory Number.) 


* * * 


Troy. Onto: Who makes a knocked- 
down insulated dog house having a re- 
movable floor ?—Zerkel Bros. 

ANSWER: Hawkeye Mfg. Co., Bel- 
mond, Iowa. and Long-Bell Lumber 
Sales Corp., R. A. Long Bldg., Kansas 
City, Mo. 


* * * 


Port ArtHuUR, OnT., CANADA: Fur- 
nish name and address of the maker of 
Wood Putty, a fine powder, which when 
mixed with water is used for repairing 
defects in wood.—Wells & Emerson. 

ANSWER: Gold Medal Products Co.. 
North Chicago, IIL. 

* * 

Morristown, TENN.: Who makes a 
saddler’s draw gauge knife?—Whit- 
taker-Holtsinger Hardware Co. 

ANSWER: C. S. Osborne & Co.. P. O. 
Box 183, Newark. N. J. 
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Poultrymen Everywhere 













USE.. 





TO KILL 


; lack LICE 


ea! Feather Mit 


“Black Leaf 40’ when spread lightly on the roosts kills lice and 
feather mites. It not only kills adult body lice but also young lice 
which ordinarily hatch out in a week to ten days after eggs are laid. 
“Black Leaf 40’’ has plenty of nicotine in stable form and there 
will be enough on the roosts to kill young lice as they hatch out 
for days. Easy to use,—economical,—‘‘Black Leaf 40” gives a 
complete clean-up. 











Wherever poultry is kept, you see a prospective customer for ‘Black 
Leaf 40."’ This and many other uses, nationally advertised, are 
creating a year ‘round demand for “Black Leaf 40’ and greater 
profit possibilities for you. 


CHECK YOUR STOCK 


Are you carrying a sufficient stock of 
“Black Leaf 40?” Have you a complete 
assortment of sizes? Get set to cash in 
on “Black Leaf 40” profit opportunities. 
Your jobber carries “Black Leaf 40.” 


FREE 
Display Material 
Ask for the “Ad- 
pak,” our FREE 


display kit. It con- 
tains counter dis- 








TOBACCO BY-PRODUCTS 








plays, booklets, & CHEMICAL CORP. 
spray charts, dealer 
ads and other ma- Incorporated 





terial to aid in mak- 
ing more sales for 
you. Write for it 
today. 





Louisville, Kentucky 








The French ‘Moulin 
Legume” (vegetable 
mill) took Europe by 
storm. Now it comes to 


America as the Foley 
Food Mill. Will do doz- 
ens of kitchen jobs—new 
quick way to mash po- 
tatoes, carrots, squash, 
etc. Makes tomato juice. 
Prepares vegetables for 
purees, cream soups, 
baby and invalid diets 
Ideal for making jams, 
fruit butters and pud- 
dings, ice cream and pie 
fillings. Fits over any 
pan or bowl of slightly 
larger size. Just put in 
food and turn crank. Quickly taken apart, easily cleaned. 


FOLEY FOOD MILL 


Fruit and Vegetable Masher 


Tested and Approved by Good Housekeeping Institute 


A BIG : .00 ernie 0 nae i — 

Sample sent on request at 

Seller at — ig enc Pg poco 

$1.25 West of Rocky Mts. 
FOLEY MANUFACTURING CO. 

| Main St. N. E. Minneapolis, Minn. 


Fully Protected by Patents 


giving name of jobber. 
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€ AT YOUR SERVICE! > 
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r 
ym “Who Makes It” Edi- 


tor will be glad to help you 
in your search for the name 
of the manufacturer of that 
product you are interested in. 


Z 
zy, 


& 


If you do not find it or 
its trade name listed in the 
current Directory Number, in 
all probability it has been 
incorporated in the revised 
listings that are being pre- 
pared for the next issue of 
the Directory Number. Many 
such changes are being made 
daily and the listings brought 
up to date. 


If your current Directory 
does not give you the infor- 
mation you seek, write the 
“Who Makes It” Editor. He's 


at your service! 


ake 


HARDWARE ACE 


239 West 39th St., New York City 








Display Your 
Wire Cloth 

Ona Marvel 
eer 






ERFECT measuring device which auto- 

matically measures any kind of wire cloth. 
Ten years of experience building wire cloth racks. 
Fifteen models from which to choose. No in- 
crease in prices. Write today about a model 
best suited for your needs. 


MARVEL RACK MFG. CO.) Inc. 


Minneapolis Minn. 
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ARMSTRUNG BROS. 


Adjustable ake. peg 
PIPE 
DIES 


and 
STOCKS 


ARMSTRONG BROS. Pipe Dies (those 
marked with the Arm-and-Hammer) are 
machined from special Chrome-Vanadium 
Tool Steel; are carefully tempered and 
hardened. They have ‘‘Backed-off" Teeth, 
clearance from the cutting points that elim- 
inates ‘‘drag’’—make it an easy job for 
one man to thread sizes up to 2-inch. Not 
only do backed-off teeth make cutting 
easier and faster, they cut smooth un- 
broken threads and come off the pipe end 
without jamming or tearing. Design im- 
provements of these dies include: Correct 
Cutting Angle, Correct Throat Angle and 
Ample Chip Clearance 
ARMSTRONG BROS. STOCKS have com- 
pact, clean-cut bodies without ridges or 
sharp corners. They fit comfort- 
ably into the hand. They are 
accurate!y machined inside 
and handles are nickel 
plated 








Bacweo Orr Teetn © 









Write 
for 
Catalog 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 


314 N. Francisco Ave.. CHICAGO, U. S. A. 
New York Sales Office: 109 Lafayette Street 


Sell the Oldest 
SAFEST 


INSECTICIDE 
OFtIN wast 

y Stock These OVER 
NOW! 


Handsome profits are easily 
made with the old-established 
Hammond line of Insecticides 
and Fungicides. The standard 
mark-up on all our products is 


66 2/3%. 
SLUG SHOT THRIP JUICE 
GRAPE AND ROSE DUST 
STABILIZED ROTENONE DUST 


Advertising now appearing in leading 
Farm Papers and Horticultural Maga- 
zines. Highly attractive packages and 
display cartons. 

Now is the time to stock Hammond 
products. Write for dealers’ prices. 


HAMMOND PAINT & 
CHEMICAL COMPANY, Inc. 


46 Ferry Street 
Beacon, N. Y. 














Retail Code Interpretations 


(Continued from page 31) 


thority, had disclaimed, on behalf 
of the authority, any responsibility 
for its inclusion in the list of sug- 
gested changes. He said it was in- 
cluded at the suggestion of the Con- 
sumers Advisory Board, and asked 
that it be given no consideration. 
Dr. Dameron, however, permitted a 


board and 


others appearing for consuming ele- 


representative of the 


ments to express their opinions of 
the proposal “for the record,” and 
on the assumption that the question 
would arise later for consideration. 

Mr. Neustadt presented the pro- 
posed changes in the code. The first, 
to which no objection was offered, 
merely provides that stores selling 
service not covered by any approved 
code shall be governed by the retail 
code. 

The second, he explained was to 
correct an oversight of those drafting 
the code in providing that for a 
period of three months during the 
hours might be 
shortened. Since the code was ap- 
proved he stated that the code au- 
thority had realized that while many 
stores in the North want to shorten 
the hours during the summer, those 
in the South prefer to curtail the 
hours during the winter. The word 
summer will be changed to “a period 
of 90 days.” 

The proposal that one of the labor 
provisions be changed so that watch- 
men, guards and store detectives be 
removed from the class of those ex- 
empted from the maximum hours 
provisions and be limited to 56 hours 
was analyzed carefully by Joel Bar- 
rall, labor adviser, with the result 
that the code authority agreed to 
the removal of the word detective. 

Another labor provision objected 
to by the labor adviser was one that 
would not leave the fireman in the 
class that must work consecutive 
hours. Albert Neville, president of 
the International Brotherhood of 
Firemen and Oilers, also appeared in 
behalf of the firemen. 

Another proposed amendment ex- 
plained by Mr. Neustadt and other 
members of the code authority as 
having been drawn principally for 
the purpose of clarification, would 
fix more definitely the ratio of those 
working unrestricted hours to the 
total number of employees. 


“summer store 


The proposal to prohibit the one- 
cent sale and sales of a similar char- 
acter was the first controversial fea- 
ture of the hearing. It was strongly 
opposed by Roy H. Stern appearing 
in behalf of the Liggett, Rexall and 
United drug companies. He denied 
that in selling two articles for the 
price of one plus 1 cent the mer- 
chants are violating the loss limita- 
tion provision of the code since they 
are in fact making a profit but not 
so great a profit as when selling the 
articles separately for the regular 
prices. He defended the sales as good 
sales promotion. 

Rivers Peterson, Indianapolis, 
chairman of the code authority, in- 
sisted that the principal motive of 
the trade in asking for the prohibi- 
tion of such sales is the safeguarding 
of the consumer who might be led to 
believe he was getting something for 
nothing or at least for a penny. 

The proposed amendment to han 
the giving away of any merchandise 
as a premium for the purchase of 
other merchandise was vigorously op- 
posed by F. H. Waggoner, represent- 
ing certain merchants in New York, 
New Jersey, Pennsylvania and Mis- 
souri. He defended the custom, which 
he said had prevailed throughout a 
big section of the trade for 40 years, 
arguing that it should not be sum- 
marily stopped because it was a most 
desirable form of advertising, em- 
ployed not only by retailers but by 
the manufacturers. He declared the 
writing of such provision into the 
code would be another “noble ex- 
periment,” adding that it can never 
have the support of business. 

The fight on the installment house 
amendment sponsored by the con- 
sumers board was led by Miss Con- 
stant Kent of that organization. She 
contended that as charges are now 
allocated an injustice to the buyer 
is done, and that in the failure of 
the merchants to state clearly the 
terms and conditions of sale serves 
to mislead and deceive many buyers. 
She was supported in her position by 
Fred P. Mann, a member of the re- 
view board and former president of 
the North Dakota Retail Association. 

Members of the code authority 
again protested that the amendment 
had not been offered by them and 
that it should be given no further 
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MKADETTE 


‘AUTO 
“Radio 
— 


ADETTE announces its new auto radio—incor- 
porating extraordinary features. 

First—the chassis is mounted in a metal drawer that 
slides out for servicing while radio is operating. Hand- 
some black crystal finished rust-proof, all-steel cabinet. 
Three-position mounting. 
Second— new type dust-proof dynamic speaker— extra 
large (6%-inch). Tone control. 
Third—I\atest type plug-in “B” supply vibrator—replaces 
as easily as a tube. 
Six-tube superheterodyne of exceptional range and 
power. Full automatic volume control. 
ey equipped with remote control and illumi- 
nated airplane type dial, clamps to the steering column 


or dash. Easy, single-hole mounting. $ 50 
Write or wire for details. 
Completely installed including suppressors . . . 


INTERNATIONAL RADIO CORPORATION 
ANN ARBOR MICHIGAN 








NORTON 








PREMAX 
Floating Head 


SPRINKLE 


Z 






New... 
in design 
Different... 
in principle 





Here is the new Lawn Sprinkler 
that is making profits for dealers 
‘ everywhere! Built to last a life- 
’ Ptde NN time! No metal-to-metal bearings 
ite Ne to wear out! The head actually 
| ow i! floats on water! 
rit You can sell the PREMAX easily 
because you have something dif- 
ferent to talk about. You have a 
sprinkler that won't dig the softest 
lawn. Set it down for a six-foot 
area or deluge a 60-foot circle 
with fine mist or a heavy rain if 
you choose. 





Write your jobber today for a 
sample or a stock. If he can't 
supply you, write us direct. 
Make a profit on your 
sprinklers this year! 


PREMAX SALES DIVISION 


Chisholm-Ryder Co., Inc. 
Niagara Falls, N. Y. 








































IN THE NEW NORTON PIKE DISPLAY BOXES 


RIVE home this general sharpening message by 

using these new counter display boxes that illus- 
trate the many household and garden tools that may 
be sharpened with these stones. ‘ 


SCYTHESTONES are great for KITCHEN KNIVES 


Vv 


RED HEAD UTILITY FILE 
No. JD2 


With a Handle that FITS THE HAND 


Silicon carbide, electric furnace abrasive .. 
vitrified bond . . shaped to reach into 
tight places . . cuts faster and freer than 
a steel file . . and outwears many of them. 





One File in each dozen mounted 
on display card 
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SALES TIP! U. S._and_ For. ay 


Nokorode will not cor- 
rode, nor will it burn 
the hands or clothing 
of operators. Has no 
disagreeable fumes. 


Ask your jobber for the 
1 dozen display carton 


THE M. W. DUNTON CO. 


Providence, R. 1., U.S.A. 


NOKORODE} 4 
DREW Specialties 


Coopers’ Drivers, Hammers, Vices, 
Flagging Irons, etc.; Construction 
Chisels, Chipping and Mason Ham- 
mers; Calkers’ Tools of every kind; 
Marlin Spikes, Box Scrapers; Cold 
Chisels, Cape Chisels, Box Chisels of 
every kind; Jointers and Trimmers; 
Cotton, Box and Hay Hooks; Elec- 
tricians’ Chisels; Shingling Irons; 
Water Main and Plumbers’ Tools; 
Special Forged Tools made to order. 


Established 1837 


C. DREW & CO., Kingston, Mass. 








| 








The Original 


“HORSESHOE MAGNET” 
HAMMERS 


Steel Forgings, Perma- 
nent Magnets. The best 
magnet hammers on the 
market. Give long and 
satisfactory service. The 
Hammer holds the tack. 





ARTHUR R. ROBERTSON | 


Sole Manufacturer 
596 Atlantic Ave., Boston, Mass. 


SNELL | 


Improved Ship, Public Utility, 
Expansion, and Solid Centre } 
Bits. Send for catalogue, or | 
see our advertisement, the 
Catalogue and Directory of 
Hardware Age. 
SNELL MFG. CO. 


Fiskdale, Mass. 
Established 


w BITS 


Lime-Tested 
PRODUCT AND 


REPUTATION 
a ap SCLARK BROS. BOLT CO 


Col BACK OF EVERY Bemiss St. 
MILLDALE, CONN. 
































Stovink - household word 
everywhere - makes red or 
grey stoves black. Reno- 
vates burned out iron. 


Are you getting your share 
of this steady business? 









JOHNSON’S LABORATORY, Inc. 
Worcester, Mass. 
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consideration, but the presentation of 
arguments supporting reform in in- 
stallment buying methods continued, 
Fred Brenckman, legislative agent, 
Washington, contributing the views 
of the members of the National 
Grange. Boris Shiskain, of the Amer- 
ican Federation of Labor, saying he 
was speaking for John L. Lewis, ex- 
pressed the hope of labor that the 
amendment would be adopted. Mrs. 
William T. Bannerman, legislative 
chairman for the National Congress 
of Parents and Teachers Association, 
joined in support of the consumers 
board’s proposal and Rolf Nugent of 
the Russel Sage Foundation said a 
survery by his organization had gone 
far toward showing the evils aris- 


ing from the prevailing system. 

Warnings that widespread confu- 
sion would result from any tampering 
with the system came from George 
Benkhart, of the General Motors Ac- 
ceptance Corporation, and Philip W. 
Haberman, vice-president of the Com- 
mercial Investment Trust. They ex- 
plained that far more was involved 
than there is in the case of one mak- 
ing a $50 purchase at a department 
store, Mr. Haberman calling atten- 
tion to the complications that would 
result if those financing the sale of 
an article such as an airplane selling 
at $10,000 had to adjust their terms 
and conditions of sale to such a for- 
mula as that proposed. 





Large Shipment of American Hose 
to Irak Oil Fields 





When the SS Exocherda of the Amer- 
ican Export Lines sailed from Boston on 
Monday, May 14, she had in her hold one 
of the largest, if not the very largest, ship- 
ments of oil suction and discharge hose 
which has ever been manufactured in this 
country. The shipment comprises 60 30-ft. 
lengths of 10-in. I.D. hose and 50 30-ft. 
lengths of 8-in. I.D. hose, each length 
equipped with nipples and flanges, and the 
value of the 110 lengths is approximately 
$50,000. 

The hose is destined for use in connec- 
tion with the new pipe-line in ancient Irak, 


| formerly called Mesopotamia—-an oil pipe- 


line 1180 miles in length being laid across 
a vast desert once traversed by endless 
lines of camels laden with wares of ancient 
Egypt, Palestine and Syria. The discovery 
of rich oil-fields in this ancient Biblical 
country has made this development pos- 
sible, and while it is not the longest in the 
world (there are longer ones in the United 
States) it is doubtful if one has ever been 
constructed under such picturesque cir- 
cumstances or amid so many difficulties. 
The main line consists of two 10-in. 
pipes extending from the oil deposit in 
Kirkuk to the Euphrates River, a distance 
of more than 150 miles. From this point 
a southern leg extends 450 miles to Haifa, 
a Mediterranean port in Palestine. A 
northern leg also extends 381 miles across 
French territory to Tripoli, a port in Syria. 


The line crosses the Jordan, Tigris and 
Euphrates Rivers and its lowest point is 
more than 800 ft. below sea-level. 

The pipe-line is being laid by an inter- 
national concern controlling the rich oil 
holdings, but many American suppliers are 
being employed on the project, and the 
welding is being done with equipment man- 
ufactured by an American firm. The hose 
which is being shipped from Boston was 
made by the Boston Woven Hose & Rubber 
Company at its plant at Cambridge, 
Mass., and is known as Sea-Loading Hose, 
the function of the hose being to connect 
the ends of the pipe-line at the Mediter- 
ranean shore with the tank vessels an- 
chored at the harbor so that the tankers 
may be pumped full of oil to be conveyed 
to the refineries. 

Some idea of the size of this shipment 
may be obtained from the weight of the 
hose. Each 30-ft. length of 8-in. hose 
weighs 867 lb. and the 10-in. hose weighs 
1167 lb. per length. The nipples and 
flanges alone weigh more than 300 lb. 
each. The weight of the entire shipment 
is 207,000 lb. and in its manufacture re- 
quired 21 tons of rubber, 8 tons of cotton, 
and 23 tons of metal. 

The Irak pipe-line is scheduled for com- 
pletion early next year. It will transport 
thirty million barrels of oil annually from 
the oil-fields to the sea. 
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POPULAR SELLERS 


@ Wickwire Bros. Hexagon Poultry 
Netting is a steady profitable seller 
to poultry raisers and home owners. 
Made from Open Hearth Copper 
Bearing Steel it resists rust longer 
than Bessemer. Economical be- 
cause of its lasting quality. 


@ Mention Wickwire Brothers Gal- 
vanized Poultry Staples whenever 
you sell poultry netting. They're 
sharp pointed, drive easily, hold 
securely. Standard sizes. 
@ Also tell customers about Wick- 
wire Brothers Galvanized Hardware 
Cloth made from Open Hearth Steel 
all standard meshes. And don’t 
o:erlook the popular selling Wire 
Brads and Wire Nails in the big 


Wickwire Brothers line. 
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DON’T LET YOU DOWN 


In ladders, you’re dealing with a product to which the 
user often intrusts his life and limbs. Can you afford to 
take a chance with anything short of the best? 

Babcock Ladders will not Jet you or your customers 
down. You can depend on them to safeguard your cus- 
tomers—and to hold up your ladder profits. 

They are made by ladder specialists. of Genuine Air 
Dried Spruce with a high factor of safety and strength, 
yet they are light in weight and easy to handle. Babcock 
ladders will withstand severe service and outlast ordi- 
nary ladders. 

There will be more painting, decorating, repairing, re- 
modeling and rehabilitating than ever this Spring. Lots 
of folks are doing the work themselves and theyre 
prospects for new ladders. For every purpose, there’s 
a Babcock ladder. Play safe and sell Babcock Quality. 
Write to-day for our free catalog and 
latest price list—and merchandising 
ideas that have helped other dealers to 
boost ladder profits. 


The W.W. BABCOCK CO. 
BATH, N. Y. 

























Tilette Canned Wood 


® Ready for use-—-no solvent needed. 
Fitelle Natural wood. Not inflammable. Dries 
CWI OGOleLe quickly. Repairs Furniture, Wains- 
a een coting, Woodwork, Antiques, Wood 
Carving, Mouldings, Weakened Joints, 

ete. Also perfect crack filler. 


Retails Profitably at 2ic 
® Tilette Canned Wood is made from our own formula— 
you can sell it with confidence. It works like putty-— 
hardens into Wood. 

Carries a Profit Above the Average 


TILETTE CEMENT CO., Ine. 
401 Lafayette Street New York City 


1115 Temple Street, Los Angeles, Calif. 











r Highest Quatity Pure rroegmy Replacement Belts Our New Deal 
Sg age 
‘ y For Hardware Elec 
Hoover’s - Hamilton Beach - Sweeper trical Dealer’ s- 
' Vac - Western Electric - Premier CO-SA-CO Display 


Unit containing 12 


Duplex and General Electric 
ple - Assorted Vacuum 
Fi Cleaner Belts 


Ne 4 ; wrapped in Individual 
P 3 th yi 








Cellophane Bays. 


Over 100,000 
Cards Sold 


Each Display Card 
contains the belts 
listed and _ others. 
Their rapid sale will 
amaze you. Wholesale 
price $1.00 per card 


ae delivered. Retail for 
4 , $2.25 per card. Mail 


7 7 order direct to— 
> The Empire Rubber 
: 
<<: Products Co. 


: a Fa No. 3 Empire Building. 
em at” 3382 Federal St., W. 


Youngstown, Ohio 
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CAP SCREWS 


Wood, Drive, Coach, Machine, Set, Cap, 
Thumb SCREWS 
SPECIAL AUTOMATIC SCREW 
MACHINE PRODUCTS 
Stove, Tire, Sink BOLTS 
Machine Screw, Stove and Tire Bolt, 
U. S. S., S. A. E. Castellated, S. A. E. 
Plain NUTS 
Jack, Plumbers’, Register, Safety, 
Furnace, Ladder, Sash CHAINS 
Escutcheon Pins 
Speedometers Tachometers 


THE CORBIN SCREW CORP. 
THE AMERICAN HARDWARE CORPORATION, SUCCESSOR 
NEW BRITAIN, CONN. 
Warehouses: 

New York Chicago Philadelphia 
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ROCHESTER 
SASH BALANCES 
FOR YOUR PROTECTION 
— te Are Not Sold 

Q To 
Mail Order Houses 
i) When ordering Sash Bai- 


ances from your Jobber 
e) specify them by name. 


Rochester Sash Balance Co., Ine. 
Rochester, N. Y. 
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In a form letter, a circular 
or in an advertisement in 
this or any other paper, 
it is an invitation from the 
advertiser for you to refer 
to and use the information 
he has provided for you 
in the.... 


Annual 
Directory Number 
of HARDWARE ACE 


The 


ceVhe WWakee Jt” 


Issue 
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Value of the Mill Supply Distributor 


(Continued from page 37) 


presenting these economic facts to 
manufacturers, distributors and in- 
dustrial consumers so that all con- 
cerned would better understand how 
the advantages of the present system 
of distribution could be made even 
more valuable. To this end, the Com- 
mittee undertook the following ac- 
tivities: 


| 1. A Campaign to Sell Industrial 





heenemeneesnaenei 


Consumers on the Advan- 
tages of Buying Their Mill 
Supply Requirements from 
Local Distributors. 

a. A series of four-page, two color 
folders were developed present- 
ing facts from the survey showing 
the economic value of the distri- 
butor’s services. These folders 
are being sent to customers and 
prospects of distributors every 
two weeks. 140 distributors in 
55 cities are now cooperating in 
this campaign by sending these 
folders to over 33,000 “hand- 
picked” industrial buyers. 

b. Meetings with local Purchasing 
Agents’ Associations were held in 
numerous eastern and midwest- 
ern cities before which the Com- 
mittee presented data from its 
Survey of Industrial Distribution 
outlining the proven advantages 
and economies of buying from 
distributors. Additional meetings 
are scheduled in many other 
cities. 

c. A series of trade paper articles 
has been released showing the 
waste and losses involved when 
plants attempt to carry their own 
stocks and as a result of quantity 
purchases from ‘direct sellers. 
This data was developed from 
actual case studies. 

d. Various charts and folders were 
prepared from the survey and 
these were sent to distributors’ 
salesmen and manufacturers’ rep- 
resentatives to educate them on 
the advantages and economies dis- 
tributors offer consumers—so that 
these salesmen might better meet 
direct competition. 

2. A Campaign to Interest More 
Mill Supply Manufacturers 
on the Value of Establishing 
Definite Distributor Sales Pol- 
icies. 

The Joint Merchandising Commit- 
tee found that manufacturers utiliz- 
ing distributors receive better repre- 
sentation and cooperation when their 
sales and distribution policies were 
definitely declared, clearly under- 


stood by the distributors and strictly 
enforced. To impress manufacturers 
on this idea, the following activities 
were undertaken: 

a. A series of folders and broad- 
sides were sent to manufacturers 
outlining the advantages of sell- 
ing through distributors and sug- 
gesting the value of declaring 
equitable distributor sales _poli- 
cies. 

b. A committee of successful distrib- 
utors was formed to work with 
manufacturers in assisting them 
in determining a sales policy that 
would be mutually advantageous. 


3. A Campaign to Encourage 
Distributors to Adopt Buy- 
ing Policies Giving Prefer- 
ence to Manufacturers Having 
Established Distributor Sales 
Policies. 

a. The Joint Merchandising Com- 
mittee circularized manufactur- 
ers’ sales policies to distributors 
asking for their cooperation in as- 
sisting such manufacturers who 
are building sales and distribu- 
tion on a basis equitable to dis- 
tributors. 

4, Research Work—tThe Joint 
Merchandising Committee De- 
veloped Data on the Follow- 
ing: 

a. An Analysis of Industrial Markets 
was prepared for manufacturers 
showing the concentration of po- 
tential business, county by coun- 
ty, and the distributor outlets 
available to cover each territory. 

b. Several case studies in industrial 
user plant stockrooms were made 
to determine the cost of carrying 
plant stocks—which in all cases 
demonstrated the waste and losses 
occurring when consumers buy in 
quantities direct from factories 
instead of from local distributors. 

Despite the unfavorable prevailing 

business conditions during 1932-33, 
when much of this work was under- 
way, these activities have produced 
very definite results. Numerous con- 
sumers in various sections of the 
country have changed their buying 
from direct sellers to local distribu- 
tors on a wide range of supply re- 
quirements. In the last two years, 
many manufacturers have established 
and published definite distributor 
sales policies. Manufacturers likewise 
report that distributors are becoming 
more alert to the necessity of doing 
an aggressive merchandising job. 
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G STATE LAWN M 

nd SERVE ALL GRASS CUTTING REQUIREMENTS 

is LEADERS IN QUALITY AND SERVICE FOR SEVENTY-FIVE YEARS 
@ Built with 8, 9 and 10 inch wheels—3, 4 and 5 knives. 

d- New fool-proof self-adjusting ball bearings—Spring 

os cover oil cups—Easy knife adjustments and high grade 

Il. throughout. 

z @ 12” TO 20” CUTTING WIDTHS @ 

li GRANITE STATE MOWING MACHINE CO. 

™ HINSDALE, NEW HAMPSHIRE 

th 
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Is. "eara RE BESS Saseya =” | Thoroughly Practical 










SHERMAN 






- || Lowest Priced— — Se 
> ose 
y- means the famous Hose Nozzle Made ts 
r- The Sherman BRASS KING Hose (Patenset) 
ig Nozzle enables dealers to meet all 

hes competition. Unquestionably the 


greatest nozzle value at the price. 
} We do not claim it compares with 3 
| the famous Sherman DIAMOND Noz- * 
, zle, but it is superior to ‘‘cheap’’ 
r- R i G G S % T R AT ke], nozzlés, Wrought brass. Combines 
spray, straight stream and_ shut-off. 
Gives real satisfaction. 1 doz. in carton 























































S- G A S ‘@) | | E | —12 doz. in Special Shipping Case. 
10 ial re) T re) R | Sold through Jobbers. 
; | H. B. SHERMAN MFG. CO. 
| Battle Creek Michigan 
ut 
e- a 
: ross Sterilized 
COOL-CUP Vacuum Bottle 

7 One of the greatest TA Cc I< S 
wig ‘ vacuum bottle develop- 
O- ments in years—an extra 
n- DOUBLE , Big Cup that can be held 
ts 7G * —o fear of gon - 7 

the ngers ev whe 
‘ filled with hot liquid. . 1007, usable 
a 

A dead air space between 
le the double walls of th 
‘ stra bigene roi Ask your jobber 
> tive i tio 
in {UNIVERSAL} Write for further details EAST JAFFREY N. Hi - 
" ‘ a AT Were LANDERS, FRARY & CLARK 
# a ALL AROUND NEW BRITAIN, CONN. 
1S 
3, THIS IS AN . °,° 
. No Chain Store Competition 
: Staples offers you a complete line of better floor waxes, 
é sold almost entirely through jobbers to the retail hardware 
is dealer. These wax products by Staples are made from 
8 carnauba wax and pure turpentine. They clean as well 
a as polish. The Staples line is a profitable line for you. 
rn Write us for full information. 
" H. F. STAPLES & CO., Inc. Medford, Massachusetts 
r 
STAPLES FLOOR WAXES 
g 
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CLASSIFIED ADVERTISING 
RATES 


Positions Wanted Adver- 
tisements at Special Rate of 
one cent a word, minimum 
fifty cents per insertion. 











Use the “‘Classified Opportunities Section” 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 


THE FOLLOWING RATES 


apply to “Help Wanted,” “Business Oppor- 


tunities,” “Sales Accounts Wanted” and 

“Sales Representatives Wanted” advertise- 
ments. 

Set Selid, Minimum of 50 words..... $3.00 

Each additional word............ 06 

All Capitals, Minimum of 50 words.. 4.00 

Each additional word.......... oe 06 


Allow Seven Words fer Keyed Addvess. 
Remittance Must Accompany Order 


Send check or money order, not currency 





to Reach Hardware Manufacturers, 


Samples of merchandise, literature, catalogs, etc., will not be fortwarded 


BCXED DISPLAY RATES 
Svehla wc cc cccccccccccccccccecece 25.00 
Each additional inch .........- 





Discounts for Classified Advertising 
4 insertions. 10% off; 8 insertions, 15% off. 
Due to the special rate, these discounts dv 
not apply on Positions Wanted Advertise: 
ments. 

HARDWARE AGE is published every othe 
Thursday. Classified forms close 13 Days 
previous to date of publication. 
Address your advertisements and replies ‘0 


HARDWARE AGE, Classified Opportuni::+: 
239 West 39th St., New York City 














BUSINESS OPPORTUNITIES 








Attention Hardware Merchants: 
To meet competition it is essential 
that you buy right.—Through the 
grouping of hardware retailers we 
buy in very large quantities, and are 
therefore entitled to DISCOUNTS 
not obtainable individually. 

THIS 1S OF VITAL IMPORTANCE 
We solicit your business and can 
save you money; let us send full in- 
formation. The cost is small com- 
pared with the advantages. 


Hardware Division 
Fellows Buying Co. 


(Established 1903) 
218 W. 40th St., N. Y. City 























AMERICAN MANUFACTURERS DESIR- 
ING FOREIGN BUYING AGENCY and who 
do not send buyers abroad are invited to write 
the undersigned. Special knowledge of Electro 
plate, Glass, China and Earthenware. Can get 
selling lines, save firms money and keep them 
up to date. Address Mr. F. Noke, Ridgeway 
House, Wollaston, Stowebridge, England. 


SALES ACCOU NTS WANTED 








LINES WANTED 
SUCCESSFUL MANUFACTURER'S AGENT 
also doing big importing _business is seeking 
one or two additional lines. We have the 
organization and personnel established to con- 
tact jobbers throughout entire country east 
of Rockies. 

Address—- THE HOUSE OF 
Indianapolis, 


CRANE 
Indiana 











MANUFACTURERS, 
YOU 
and nearby sections? 
years of representing 
stock and shipping 
hardware trade. We 
exclusive agency basis for 
bolts, factory, machinists’ 
parts service, house 
Address Box B-424, 
York City. 


ATTENTION — ARE 
SEEKING distribution in New York City 
We can offer you our 46 
staple lines with unusual 
space in the heart of the 
desire additional lines on an 
brass goods, nuts, 
supplies, replacement 
furnishing items of merit. 
care of Harpware Ace, New 


MANUFACTURERS’ REPRESENTATIVE 
WITH TWELVE YEARS of successful sales 
record selling to wholesale hardware, mill supply 
and automobile accessory jobbers in Ohio, Indi- 
ana and Michigan is desirous of representing one 
or two substantial manufacturers whose line is 
somewhat known to the trade. Address Warren 
L. Baldwin, 13307 Detroit Ave., Cleveland (Lake- 
wood), Ohio. 


AN EXPERIENCED SALESMAN WISHES 
TO contact manufacturers desiring representation 
in the Southern States, among Industrial plants 
and Naval Stores people. Address Box B-426, 
care of Harpware Ace, New York City. 
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SALES MCLOUNES WANTED 


MANUFACTURER’S AGENT CALLING ON 
FACTORIES, Hardware and Electrical trade 
wants additional lines for Indiana. Just starting. 
Will consider exclusive representation for any 
line showing volume possibilities. Address Box 
B-423, care of Harpware Ace, New York City. 


SALESMAN—OPEN FOR A_ PROPOSI- 
TION to represent jobber or manufacturer in the 
Metropolitan | district of New York City. Over 
fifteen years’ experience both on the road and in 
the Metropolitan district. Can furnish A-1 cre- 
dentials as to ability. Address Box B-422, care 
of Harpware Ace, New York City. 


SALES REPRESENTATIVES WANTED 








SALESMAN WITH FOLLOWING TO REP- 
RESENT manufacturer, full or part time, for 
long profit product which was fastest selling 
item in hardware field last season. TAT Ant 
Traps guaranteed complete in control of all 
species of ants—inexpensive, wide margin of profit 
—you have merely to show them to sell them. 
Remarkable repeat record. Write for samples. 
Laboratories, Upper Montclair, 





MANUFACTURER OF NEW, PROFIT- 
ABLE ITEM in 10c. and 15c. class, bought in 
quantities by the hardware, department store 
and housewares trade, can use additional sales- 
men. Excellent sideline. Retail and jobbing. 
Commission above average. Every cooperation. 
Active men with following desired. References 
and territory. Address Bot 7537-A, care of 
Harpware AGE, 802 Otis Bldg., Chicago, Iil. 





SALESMEN WANTED—IF YOU ARE per- 
sonally acquainted with department store buyers, 
our complete line of Brooms, brushes, mops and 


kindred items has big possibilities. New catalog 


ready. State territory and give all details in first 
letter. oe & Hays, Inc., 5300 21st 
Ave., Brooklyn, N. 





SALESMAN NOW CALLING ON HARD- 
WARE—Electric Dealers to handle our line of 
counter or carded merchandise. In first letter 
state territory now covering. This is a new 
item, see our display advertisement this issue. 
Write The Empire Rubber Products Co., No. 
Empire Bldg., 338% Federal St., West Youngs- 
town, Ohio. 








HELP WANTED 





A GOOD HARDWARE MAN, for 14 years 
manager and buyer large southern jobber ‘shelf 
and heavy hardware, mill and mine supplies and 
building material, also experience as manager 
large city retail store, seeks connection in any 
capacity either inside or traveling. Address Box 


| B-380, care of Harpware Ace, New York City. 


| 


| man to salesmanager. 


POSITIONS WANTED 








fy | 
Hardware Personne! . 
FOR THE HARDWARE ( 

AND 


ALLIED INDUSTRIES 


WHOLESALE RETAIL 


Men and women are registered in this bureau who 
can successfully fill any position listed below. Well 
recominended and trained in their occupations. 


MANAGERIAL DEPARTMENT 


SS = 


Assistant managers, department managers. 
SALES DEPARTMEN 
Assistant sales manager, salesmen, inside and 
— sales correspondents, price elerks, order 
clerks. 
PURCHASING DEPARTMENT } 
Buyers, pick up boys. i 
OFFICE MANAGER 
= bookkeeper, stenographers, clerks, mail 


SHIPPING DEPARTMENT 
Shipping clerks, assistants, truck or chauffeurs, 
Jone. 
STOCK DEPARTMENT 
Stock men, order pickers. 
ADVERTISING AND PUBLICITY 
Fay li == agama circular layout men, ma- 
ne opera 
ognese DEPARTMENT 
Credit men, assistants, collectors. 
BILLING DEPARTME 
Pricing clerks, pp iating machine operators. 
DEPAR 


RETAIL 
Managers, assistants, cashiers, counter clerks, 


store salesmen, store boys, shipping clerks, re- 
ceiving clerks, locksmiths, repair 


NO CHARGE TO EMPLOYERS FOR THIS 
SERVICE 


This AJ * enly employment agency which special- 
in the hardware and allied industries. 


Associated Placement Bureau 


152 West 42nd Street, New York City 
Wis. 7-1802, 1803 




















AGGRESSIVE SALESMANAGER — SEA- 
SONED, COMPETENT, EXPERIENCED 
salesmanager interested in position as salesman- 
ager or sales promotion manager anywhere. Has 
‘been employed continuously for twenty-three years 
in hardware and industrial supply business with 
large manufacturer in all positions from sales- 
I am honest, industrious, 
intelligent and have uncommon intelligence and 
imagination. I am capable to handle all functions 
of the sales department and have a thorough un- 
derstanding of the theory and practical principles 
of salesmanagement. I am forty-two years old, 
Christian, married, with no children, enjoy per- 
fect health, and am still employed as division 
salesmanager. Please write for appointment, ref- 
erences, and reasons for desiring to change. Ad- 
dress Box B-405, care of Harpware Ace, New 





York City. 





HARDWARE EXECUTIVE OVER 30 
YEARS’ experience in wholesale and retail busi- 
ness as buyer, merchandise manager and sales 
promotion in general hardware, mill supplies, 
cutlery, sporting goods, house furnishings, elec- 
trical appliances. Supervised all departments 
Retail sales $450,000. Age 49. Live in Central 
States. Address Box B-421, care of Harpware 

| Ace, New York City. 
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e CLASSIFIED OPPORTUNITIES e 





POSITIONS WANTED 


FACTORIES ATTENTION! AVAILABLE. | 
NATIONALLY KNOWN constructive salesman. 
Acquaintance with hardware jobber and depart- 
ment stores over United States and Canada, sec- 
ond to that of no man in America. Sponsored a 
few lines in past that became leaders in their 
class under his guidance. Capable of materially 
increasing sales on any product and can resurrect 
a_ dead one; has done so. Old enough to teem 
with wisdom, yet young enough to retain the pep 
of youth. Smart enough to know his remunera- 
tion can only come for securing results. Has 
sold $650,000 new line single handed in year’s 
time. Is interested only in a line (on a commis- 
sion basis or salary and bonus) that is capable of | 

{ 





producing under proper sales coaxing at least 
$250,000 volume per annum. He can be inter- 
viewed by writing us and all communications are 
held in strict confidence. Address Box B-406, 
care of Harpware AGE, New York City. 





POSITIONS WANTED 





HARDWARE MAN — FORTY-THREE 


| YEARS OLD, sober and industrious, twenty 


years’ experience in wholesale and retail hari- 
ware open for position with reputable retail firm 
where work and integrity will be rewarded. Can 
furnish best references as to ability and char- 
acter. Will go anywhere. Middle West or 
South preferred. Address Box B-394, care of 
Harpware AcE, New York City. 





POSITION WANTED BY HARDWARE 
MAN, age 43, 20 years’ experience in the gen 
eral hardware, housewares, giftwares and_sport- 
ing goods lines. Will accept a position in any 
capacity; have supervisory, purchasing and cleri- 
cal experience. American, speak both the English 
and German languages. For further information 
please address—H. A. Giehler, P. O. Box Grattan, 
Minn. 





POSITIONS WANTED 





SALESMAN WITH TWENTY YEARS SUC. 
CESSFUL sales experience wants connection with 
reliable manufacturer of hardware, mill supplies, 
sporting goods, or kindred lines. Salary or com- 
mission. Wide acquaintance among jobbers and 
wholesale hardware dealers in Southern territory. 
Address E. L. Campbell, 517 Walnut St., Knox- 
ville, Tenn. 


WANTED SALESMAN WITH KNOWL- 
| EDGE of wire and wire products, for traveling 
position which will include promotional work. 
Some knowledge of jobbing trade desirable. 
References — Age — Experience. Address Box 
B-425, care of Harpware Ace, New York City. 








LEPASES CASEIN GLUE 
LEPASE’S LIQUID SOLDER 
LEPAGE'S GRIPSPREADER MUCI 





[EPAGE’S 


LEPASE'S COLD WATER WALL SIZE 
LEPAGE'S WATERPROOF CEMENT 
LEPASE'S PAPER-HANGERS PASTE 


RUSSIA CEMENT CO.,GLOUCESTER MASS. 





DON’T 
CONFUSE 


cutting bit. 


LAGE ARE THE FINEST MADE IN SWEDEN. 
Accept no substitute! 
Leading jobbers can supply you, or write to 


SANDVIK SAW & TOOL CORPORATION 
740 Washington Ave. North 








cheap, one-piece imported imitations with orig- 
inal and genuine BANKO SCYTHES which 
are made in three layers, with Charcoal steel 


FAMOUS BANKO SCYTHES 


Minneapolis, Minn. 




















Your Customers Want 


Devices to Hang-Up-Things 


| Known everywhere by name 
Moore Moore | and recognized as the stand- 
Glass Head Aluminum | ard friction tape of the coun- 


Push-Pins 


In Window-front Packets, 6 


4 Sizes 


Order through your Wholesaler 


Push-Pins 


Moore Push-less Hangers 
For framed pictures, mirrors and other wall decorations. 
10c Packets 
Our small Counter Displays make sales. 


MOORE PUSH-PIN COMPANY 


113-125 Berkley St. Philadelphia, Pa. 


These 


In full color 


for 10c 


play containers. 





FRICTION 


TAPE 








try—Bull Dog Friction Tape. 
1, 2, 4 and 8 ounce rolls. 


packed in full color dis- 


BULL DOCG 









STANDARD ji COUNTRY 


cartons 


ES eI COVE Gaga 
_ WhoTOR, Diag, Fou 


BOSTON WOVEN HOSE & RUBBER CO., Cambridge, Mass. 








Good Window Displays « « « 


HARDWARE ACE, 





Do you realize that no one factor will 
draw people to your store like attractive 
window displays of seasonable merchandise? 


Hardware Age is continually reproducing 
such window displays—its representatives 
are always on the lookout for new ideas. 


239 West 39th Street, 


And many dealers who require their own 
copy of Hardware Age find it highly profit- 
able to subscribe to extra copies for their 
sales force. 


The cost, $1.00 per year, is returned over 
and over in better windows and increased 
trade. 


New York City 
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TAS Si FRAGILE GLASS! 


WITH cane (Yo cag 


tN a 


No 


LABELS 
that MEAN 
what they SAY 


“RUSH”...“ HANDLE WITH CARE”... 
“KEEP from HEATandCOLD”...“DELIVER 
IMMEDIATELY on ARRIVAL”... these are 
a few of the many special labels used by 
Railway Express to insure speed, safety and 
careful handling. > 

And these shipping instructions are not “sug- 
gestions” to our 50,000 employees. They are 
orders...orders that must be followed literally. 

By giving special care to special shipments, 
Railway Express has built an enviable reputa- 
tion for swift, safe handling of all kinds of mer- 
chandise. You can trust Railway Express with 
your emergency shipping problems, as well as 
for routine service...and know that your goods 
will arrive quickly and in good condition. Pick- 
up and delivery service available in all prin- 
cipal cities and towns without extra charge. 
Telephone the local Railway Express agent 
for service or rates. 


The best there is in transportation 


SERVING THE NATION FOR 95 YEARS 


RAILWAY 
EXPRESS 


AGENCY, Inc. 
NATION-WIDE SERVICE 








Size of Case—3%"” x 2”; Backset, 2”. 








RIM DEADLOCK 











Efficient 


Modern 





S ecure 
STRONGER 
Than Efficient because of the greater 
CAST strength in the smaller STEEL 
IRON Case. 
= 


Modern because of its smart 


4) appearance, due to present high 


standards of workmanship, as 


ip at compared with the old fashioned 
| | cast case. 
‘ Secure because of finest grade 


pin tumbler locking mechanism. 





The Eagle Quality Line 
Night Latches Store Door Sets Wood Screws 
Trunk Locks Padlocks Stove Bolts 
Front Door Sets Cabinet Locks Machine Screws 


eacte {BC ice CO. 


26 Warren Street-- New-York, 


Branch Offices: 
521 Commerce St. _177-I79N.FranklinS.. 114 Bedford St 
Philadelphia, Pa. Chicago, lil. Boston, Masa. 
Works at Terryville, Conn. 
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Bin 
Bis 
Bla 
Bon 
Bos 


Bre 
Bri; 
Bru 
Bur 


Car 
Chi 
Chi 
Chi: 
Cla: 
Cla: 
Cla: 
Cle: 
Cle 
Clo 
Cob 
Cole 
Cols 
Colt 
Con 
Con 
Con 
Corl 
Corl 
Cort 
Cre: 
Cros 
Cun 
Cycl 


Daz 
Dev 
Diet 
Diss 
Dom 
Drea 
Drei 
Dult 
Dum 
Dun 
Du 


MA 











e INDEX TO ADVERTISERS 





THE DASH (—) INDICATES THAT THE ADVERTISEMENT DOES NOT APPEAR IN THIS ISSUE 





A 
Me FE FG. no's Rees ke sis 
Aluminum Goods Mfg. Co..... 
American Chain Co. ......... 


Fork & Hoe Co...... 
Gas Machine Co..... 
Safety Razor Co.. 


American 
American 
American 
American 
American Steel & Wire Co..... 
Tap Bush Co........ 
Weekly, The 
Window Glass Co... 
American Wire Fabrics Co.... 
Baldwin Wyoming Co... 
Animal Trap Co. of America.. 
Premes FRA Gi ss cicdsecas 
Bros. Tool Co...... 
Armstrong-Bray .............. 
Associated Mfrs. Corp. 
Mies & Ce. B.. Gocisicccccs 
Atlas Tack Co. 


American 
American 
American 


Ames 


Armstrong 


a ae a 
Baker Brush Co. 
Barrett Co., The 
Bassick Co. 
Behr-Manning Corp. 
Bemis & Call Co. 
Bethlehem Steel Co. 
Binney & Smith Co. 
Bissell Carpet Sweeper Co..... 
Blaisdell Pencil Co. 
Bommer Spring Hinge Co..... 
Boston Woven Hose & Rubber 
SO Risa de awrndawa tesa aes 
Brearley Co., The 
Briggs & Stratton 
Brush-Nu Co. 
Burgess Battery Co. 
c 
Carborundum Co. 
Chicago Roller Skate Co. 
Chicago Spring Hinge Co... 
Chisholm-Ryder, Inc. 
Clancy, Inc., J. R. 
Clark Bros. Bolt 
Clarke Sanding Machine Co... 
Clemson Bros., Inc. 
Cleveland Wire Spring Co.... 
Clover Mfg. Co. 
Coburn Trolley Track Co...... 
Coleman Lamp & Stove Co. 
Colson Co. 
Columbia Rope Co. 
Continental Screen Co..... 
Continental Screw Co. 
Continental Steel Corp. 
Corbin Cabinet Lock Co....... 
Corbin Screw Corp. 
Corning Glass Works 
Crescent-Davis Arms Corp..... 
Cross & Ca, Ine, W.. W..... 
Cuneo Catalog Co. 
Cyclone Fence Co. ...........- 


Co. 


D 

Dazey Churn & Mfg. Co....... 
Devlin Mfg. Co., Thomas... 
Dietz Co., R. E. 
Disston & Sons, Henry........ 
Domes of Silence 
Dreadnaught Sanders 
Drew & Co., C. 
Duluth Show Case Co......... 
LS re rrr Pere ee 
Dunton Co., M. Wa... ccccecs 
Du Pont de Nemours Co., The 

oS 


Sheet & Tin Plate Co. 


5 | Elastic Tip Co. 


“N 
wn 


an 
eu | 
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| Independent Lock Co. 


| International 


| Hill 
Hillerich & Bradsby Co........ 


E 
ee 8 
MMM: HR UB asad ace 15-0004 5.0' 
Edison Lamp Works ......... 
EY II co ghivu. 5-506 5ces sain ovece 


Bureau.. 
Co. 


Electeic Refrigeration 
Empire Rubber Products 
Everedy Co. 


F 
Federal Enameling & Stamping 

GAs sd scara baie-amgale etd au aroieiecire 
Florence Stove Co............ 
Pee Fe Gs. ees cciacdscs 
Fowler & Union Horsenail Co... 
Franklin Hotel, Benjamin...... 
Se 

G 

Gardiner Metal: Geico 60656560: 


General Electric Co., Nela Park 
General Electric Co., Bridgeport, 
Conn. 
Gilbert & Bennett Mfg. Co..... 
Goldsmith Sons, P. 
Goodyear Tire & Rubber Co. 
Granite State Mowing Mach. Co. 
Greenfield Tap & Die Corp..... 
CME TE Giiarckbcsasadine es 


H 


Hamilton Beach Mfg. Co. 
Hammond Paint & Chemical Co., 
Inc. 
Hanover 


Wire Cloth Co....... 
Hazard Insulated Wire Works 

Div. of the Okonite Co...... 
Clothes Dryer Co. ...... 
Holland Mfg. Co. 
Hoeft & Co., Inc. 
Hoover Steel Ball Co...... os 
Hoppe, Inc., Frank A. ........ 
Horrocks-Ibbotson Co. 
Hustler Corp. 


Imperial Bit & Snap Co....... 
Indiana Steel & Wire Co....... 
Harvester Co. of 
pa Sey eee ee 
International Radio Corp. 


Jenkins Bros. 
Johnson’s Laboratory, Inc. 


K 


Kellogg & Sons, Inc., Spencer. . 


| Kingston Products Corp....... 


| Klein & Sons, M. 
Knapp Monarch Co. 
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Landers, Frary & Clark 
Libbey, Owens, Ford Glass Co. 
Lincoln-Schleuter Floor Machine 

Divtsn ademas opmkteteess ees 
Lionel Corp. 
Lockwood Hdwe. 


| a > ee 


en | > Se 


go | McKinney Mfg. Co. .......... 59 
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82 


82 
19 


62 


Morse Twist 


M 


McLaughlin, Gormley, King Co. 
Majestic Co., The 
Mansfield Tire & Rubber Co.... 
Marshalltown Trowel Co. - 
Marvel Rack Mfg. Co......... 71 
Master Lock Co. 
Metal Sponge Sales Corp..... ; 
Mid-States Steel & Wire Co... 
Miller, Inc., Robert E......... -- 
Miller Rubber Products Co..... — 
Minnesota Mining & Mfg. Co... - 
Mireeel Wee Go. oc ccscccses —_ 
Moore Push Pin Co. 
Drill 


& Machine 
Ges, wedsencccoee cis emeeewe 


| Moulton Ladder Mfg. Co...... 82 





| Ga a, IR: acoiace ce ecaviaie 5 


| Perfection Stove 


| Pittsburgh 


| Progressive 


Muralo Co. 
Murphy’s Sons Co., Robert.... 
Myers & Bros. Co., F. E...... 8&3 


N 

National Carbon Co., Inc...... . 
Se 8 2 re ree 13 
po 2 ae “ae 18 
National Screen Co........... _- 
New Haven Clock Co. 
pe ee ae 
New York Wire Cleth Co..... — 
pi oS eerie 9 
rey roe - 
Northwestern Barb Wire Co... 67 
WMertem-Fibe Ce. oc cccccccssscs 69 


O’Cedar Corp. 


a rrr 


P 
Parker-Kalon Corp. 
Patent Novelty Co. 
Peck, Stow & Wilcox Co...... — 
ener re 6,7 
Peters Cartridge Co. .......... 
Plate Glass Co. 
(Glass Div.) 
Pittsburgh Plate 
(Rennous-Kleinle 
Pittsburgh Steel Co. 
Plumb, Inc., Fayette R...... 
Plymouth Cordage Co. 
Plymouth Rubber Co., 
Premax Sales Division 
Mfg. Co. 


Glass Co. 
Div.) 


R 


Radiant Products, Inc. 
Radio Steel & Mfg. Co. 
Railway Express Agency . .... 80 
Raybestos-Manhattan, Inc. (Ray- 
DE CD AC ndecitkedKsssicee 82 
Red Jacket Mfg. Co. ......... _ 
Beater FOMOW6 cca csccvccess - 
Remington Arms Co., Inc. 68 


| Republic Steel Co. (Upson Nut 





Div.) 
Reynolds Wire Co. 
NE Sis. 555.5545 65 
Robertson, Arthur R. 
Rochester Sash Balance Co., Inc. 76 
Ruby Chemical Co. 
Russell, Burdsall & Ward Bolt 

& Nut Co. 
Russell Electric Co. .....6...6. — 
Russia Cement Co. 
Rusticide Products Co. 


Rixson Co., 





Wrought Washer 


. Van Cleef Bros. 





S 


Samson Cordage Works 
Sandvik Saw & Tool Corp..... 
Savage Arms Corp. 
Savogran Co. 
Schalk Chemical Co. 
Schatz Mfg. Co. 
Schroeder & Tremayne, Inc..... 
Shapleigh Hardware Co. 
Sheffield Bronze Powder & Sten- 

cil Co. 
Shepard & Moore Inc. 
Mfg. Co., H. Bix caves 
Co. 


Sherman 
Sherwin-Williams 
Silver Lake Co. 
Simmons Hardware Co. 
Skilman Hdw. Mfg. Co....... 
Smith, Inc., Landon P......... 
Smith & Son, Seymour 
Snell Mfg. Co. 
So-Lo Works 
Spiegel Bros. 
Stanco Distributors, Inc. ...... 
Standard Tool Co. 
DE EE nia nidseesdnance 
Stagles & Co., Inc., H. F..... 
Stevens Arms Co, Joecccccess 
Stewart Iron Works, Inc....... 
Stewart-Warner Corp. 
Superior Spring Hinge Co..... 
Swartzbaugh Mfg. Co., The... 


T 


Taylor Instrument Co. 
Thermoid Rubber Co. 
Thibaut & Walker Co.......... 
Tilette Cement Co., 
Tobacco By-Products & Chemical 

Cs ES actcenssnnaeaoe 
Tubular Rivet & Stud Co..... 
Tucker Duck & Rubber Co... 
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Union Hardware Co. 
United States Rubber Co. 
U. S. Stamping Co. 


Vaughn Novelty Mfg. Co., 


WwW 


Walker-Turner Co., Inc. 
Warren-Telechron Co. 
Western Cartridge Co. 
Westfield Mfg. 
Westinghouse Elec. & Mfg. Co. 
Westinghouse Lamp Co. 
Wickwire Bros. 
Williams Co., The 
Winchester Repeating Arms Co. 
Wonder Weeder Co. 
Wooster Brush Co. 
Worthington Co., Geo. 
Wright Steel & Wire Co., G. F. 
Mfg. Co... 
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Yale & Towne 
“Yard-Man,” Inc. 


Z 
Zenith Machine Co. 
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79 
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THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. 


MAY 24, 1934 


No allowance will be made for errors or failure to insert. 


Every care will be taken to index correctly. 
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MOULTON LADDERS 


Strong and Safe 
Profitable, Satisfactory Sellers 


YALE (MECHANIC TYPE) STEP- 
LADDER as shown. A quality step- 
ladder, made strong, safe and dur- 
able. Has malleable top hinges 
clamped over top—% in. Steel rod un- 
der each tread with truss block. Steel 
braces under bottom tread. Cad- 
mium plated hardware. Sides 3% 
in. Legs 2 in. with 1% in. rungs. 
Treads 3% in. Sizes 3 to 12 ft. 
Wet. approx. 3 Ib. per ft 


EXCEL STEPLADDER—a safe, light 
weight stepladder at a lower price 
than the Yale. Sizes: 3 to 12 ft. incl. 
Wet. approx. 2% Ib. per ft. 


Send for Literature and Trade-prices. 
The Moulton Ladder Mfg. Co. 


Somerville Mass. 











Talk Quality and Dependability— 
Sell the Hill 


Teil Housewives how the Hill Champion Clothes Dryer saves time, 
luler and step-—-they simply revolve it which brings every foot of 
line rieht before them——hang entire wash without walking a step. 
\. nt heavy basket of wet clothes from place to place. Easily 
er cted. Sturdily built. Has folding removable reel and removabie 
pest. Three si-es to hold 100, 115 and 150 ft. best cotton line. An 
eoulstoandting seller that returns a good profit. Send for Booklet—it 


HILL 


Clothes Dryer Co., Inc. 
Worcester Mass. 


New York Distributor 
HT Kornahrens Inc. 







Champlon 
Yard 
Oryer 


@t 00 Oun part 











Stock and Profit with 
“G & B” QUALITY Products 


POULTRY NETTING 
STRAITLINE FENCING 
GALVANIZED HARDWARE CLOTH 


SCREEN WIRE CLOTH: 
“PEARL” 

“ACME” ELECTRO GALVANIZED 
PAINTED BLACK 
COPPER 
BRIGHT and ROMAN BRONZE 


The Gilbert & Bennett Mfg. Co. 


Astablished 1818 America’s Oldest Woven Wire Factory-Manufacturers 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 
New York City Georgetown, Conn. Chicago Kansas City, Mo. San Francisco 


WIRE 
OF ered 1S 


GéB 


QUALITY 


Propucrs 











Domes of Silence 
for Metal Beds 


(Rubber Cushioned ) 


Quickly inserted in bed posts. Spring 
tension prevents DOME slipping out. 
Cushions shocks and jars. Permits 
cusy, noiseless moving of bed. Will 
not injure floors or rugs. In great 
demand. 3 sizes: 1.9", 1” and %”. 
in sets of 4 to retail profitably at 60 
cts., 45 cts. and 40 cts. per set. Bulk 


ve protect the packing—12 sets to a carton. 
hia:idware Job- 





ber and_inde- ) ; * 
i Domes of Silence, Inc. 
chant 


35 Pearl Street, New York City 
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STRONG 
DEPENDABLE 
for all purposes 
in all sizes 








Ask your Jobber, or write 
AMERICAN CHAIN COMPANY, Inc. 


BRIDGEPORT, CONN. we 


ene 








SURE-CURE 


There’s good will and profit in Sure- 
Cure weaners for cows and calves. A 
farm standard since 1905—well over 
100,000 sales a year prove satisfaction, 
price and dealer profit. 











No. 203 Humane Type 





NATIONALLY ADVERTISED 


This spring advertising in Cappers 
Farmer, Hoards Dairyman and Suc- 
cessful Farming will direct readers 
to your store. Ask your jobber 
or write 


IMPERIAL BIT & SNAP CO. 


Racine, Wisconsin 




























AN attractive, fast-moving 
item. Descriptive folder 
and prices from your 


jobber. 


THE RAYBESTOS DIVISION of 
Raybestos-Manhattan, Inc. 
BRIDGEPORT . « CONN. 











Silver Lake Sash Cord LIP GR 
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UARANTEED FOR 20 YEARS 


1 by the name SILVER LAKI 


Silver Lake Co. 
Newtonville, Mass 





HARDWARE AGE 
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ers, Hay acreage on the American Farm has in- 


creased during recent years. As a crop, hay has 
again come into its own and has assumed a position 
of importance that cannot be denied by the farmer 
who has stock to carry through the fall and winter 
feeding seasons. 





Tus year, with corn and wheat acreage reduced, hay will step up an- 
other notch in value, and a new demand for modern hay unloading equip- 
ment will be stimulated that is bound to create business long before harvest 
arrives. 


Tere are many farmers in your vicinity who will devote more acreage 
to hay this year than for some years past. Most of them will need new 
unloading equipment, or will require repairs and replacements for old out- 
fits. Place yourself in position to go after this business by favoring us 
with advance specifications for Myers Unloaders, Forks, Slings, Pulleys, 
Tracks and Fixtures—the dependable line with many improvements to save 
time and labor, facilitate speed and increase carrying power in the unload- 
ing of all kinds of hay or grain from the wagon rack into the mow or onto 
the stack. 





Write or wire 


THE FLE.MYERS & BRO.co. 


ASHLAND, OHIO. 
ASHLAND PUMP AND HAY TOOL WORKS 
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No. 4S519S 
POCKET KNIFE 














In The 
Old Style 
Full 
Quality 








Sharpened | ; A } W orkmen 
And i. : Y Of 
Honed \ ~ j Many 
Ready \ \ Ay Y; Y Years 


For Use Waa x Y, Experience 








No. DES04 
PUTTY 
KNIFE 








SAINT LoulS. U.S.A. 
No. DE RAZOR BLADE 


“DIAMOND EDGE 1S _A QUALITY PLEDGE” 














Shapleigh National Series No. 1806. HARDWARE AGE 











